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“There are features about advertising 
— some kinds of advertising — that 
are emphatically not points in a gen- 
tleman’s game. The major part of the 
activity is honorable merchandising, 
without taint. But there are projects 
that undertake to exploit the meaner 
side of the human animal — that make 
their appeal to social snobbishness, 
shame, fear, envy, greed. The advertis- 
ing leverage that these campaigns use 
is a kind of leverage that no person 
with a rudimentary sense of social val- 


ues is willing to help apply...” 


W.A.DWIGGINS, Layout in Advertising (1928) 
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IF EVERYONE CONSUMED THE WAY AMERICANS DO, 


WE WOULD NEED FOUR MORE EARTHS TO SUPPORT IT. 


FROM Saving Advertising BY JELLY HELM, Page 


Saving Advertising 


BY JELLY HELM 
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FIFTEEN MINUTES BEFORE I MET JAMES BROWN 
for the first time, I was sitting in the hotel room of his man- 
ager, Roosevelt Royce Johnson, at the Fairmont Hotel in San 
Francisco. My partner Stacy and I were planning to feature Mr. 
Brown in acommercial for Nike, and Roosevelt had invited us 
to his room to discuss Mr. Brown's marketing potential. 

Incense burned in the room, the maid was making the bed 
and Roosevelt had brought in stage-sized speakers so he could 
play us James Brown’ latest single, coincidentally called “Just 
Do It,” which he recommended we use for the soundtrack of 
the TV spot. 

That didn’t seem very likely, because although the song title 
was the same as Nike's tagline, ithada slightly different mean- 
ing. The lyrics, as I remember them, went “Just do it, do it, do 
it, do it...all night long.” 

Roosevelt told us about Mr. Brown's other marketing ven- 
tures, including two signature fragrances for men and women. 
The perfume was called “Try Me.” The cologne was called “I 
Smell Good.” 
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WE WENT DOWNSTAIRS, briefly met Mr. Brown and joined the police-escorted motorcade towards the 
convention center. We arrived at the back door, and in a scene reminiscent of the nightclub entrance in 
Goodfellas, we snaked our way through the bowels of the building towards the dressing room. Lining the 
sides of the hallway, shoulder to shoulder, were all the convention center employees, in uniform, standing 
at attention and saying, one by one, “Good evening Mr. Brown,” “Hello Mr. Brown.” 

After a blistering show, we returned backstage to present the storyboards to Mr. Brown. It’s dangerous 
meeting legends — they can only disappoint — but an hour and a half with James Brown revealed an intense, 
warm, sincere, intelligent man. I was already floating before he remarked to me, “You have a broadcasting 
voice. You ever done any broadcasting?” 

No, not really. “Radio? Disk jockey? MC?” 

No, I said again, increasingly embarrassed. 

Stacy interrupted: “He sang in a rock band.” 

James slapped his hand on the table, pointed at me and erupted, “I knew it! You got the FEELING” 

Advertising can be such a fun business. I love the people. Some of the smartest, funniest, kindest, most 
creative, most alive people I know I've met through advertising. Five of the people in my wedding party were 
people I met in the business. Including the woman in the white dress. 
Advertising is rewarding in its ability to let you express yourself. Something about the act of creating 
something and then sharing it with the world. Industrial designer Victor Papanek compared it to the feel- 
ing of building, and then flying a kite. I remember the first ad that I created that actually ran. It was an in- 
house ad for the college newspaper. I stopped at each news stand and looked at paper after paper to see that 


my idea was really running in the newspaper. 


Advertising is a bit of a paradox. While it is a wonderfully fruitful and stimulating and rewarding way 


to make a living, it is also increasingly criticized. While thousands of people find our work entertaining, a 
growing number find it disturbing. In a 1999 Gallup poll, advertising ranked 43rd of 45 professions based 
on ethics and honesty. Adbusters is a thriving, if niche, magazine that sets out to “galvanize resistance against 
those who would... diminish our lives.” Articles critical of advertising are cropping up more frequently in 
mainstream magazines such as National Public Radio, Harper's, and Newsweek. 

Why do people criticize us? Are we allowed to ask that question? 

Thad 13 years of Catholic education so I know a little bit about unacceptable questions. In fourth grade 
we studied Adam and Eve and their two sons, Cain and Abel. “Where did Cain and Abel find girlfriends?” 
This, I discovered, was an unacceptable question. And when the questions were allowed, the answers often 
weren't very satisfying. In a discussion about the afterlife in sophomore Scripture class, lasked whether Jews 


and Protestants who lived good lives could enter heaven. Father didn’t have to search long for the answer. 


“Tn heaven, God has a beautiful mansion. God sits in the living room with the Catholics gathered around 
his feet. Jews sit on the porch.” We can do a better job asking ourselves tough questions and attempting 
honest answers. 

As we stare into the new millennium, it is important that we look with a critical eye at what we do, its 
effects on the world and how we can do our job better. For the next few pages, let's say there are no unac- 


ceptable questions and try our best to examine the issues with an open mind. (I might add that after school 


Lencountered more than a few Catholics who were very willing to entertain tough questions. Doubt, as one 


priest friend of mine told me, either exposes false gods or strengthens one’s faith.) 


JELLY HELM, Saving Advertising 
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So why is advertising increasingly criticized? 
One reason, I’m convinced, is because there's so much of it. Of course there are more mag- 
azine, outdoor, TV and radio ads than ever, but the latest category is “guerrilla media,” also 


known as “ambient advertising,” or as a friend of mine calls it, “vandalism.” 


As an ad person, putting a “got milk?” sticker on bananas seemed cre- 
ative, but when I brought one of those bananas home last week, it felt 
intrusive, which of course was what it was meant to be. Do any of us 
really want advertising on our food? The Wall Street Journal recently 
reported Pizza Hut's failed plan to project their logo on the moon with 
lasers. They were dissuaded not by common sense or good taste, but 
because it was technically impossible. It’s all part of a trend where 
more and more public space is becoming privatized. 

Between the stickered bananas and the ads over the urinals and 
on the floor of our supermarkets, we're exposed to 3000 commercial 
messages a day. That's one every fifteen seconds, assuming we sleep 
for eighth hours, and I'd guess right now there’s someone figuring out 
how to get to us while our eyes are closed. 

Advertising is a 450 billion dollar business. That's just media ad- 
vertising. When you throw in packaging, point of purchase and direct 
mail, it’s closer toa trillion. A trillion dollars. This blitzkrieg of adver- 
tising is relatively new. 

Much of advertising’s growth — it’s grown eight-fold since 1935 — 
came in reaction to America’s new techniques of mass production, 
which required mass consumption. 

In 1959, retailing analyst Victor Lebow wrote in the Journal of 
Retailing: “Our enormously productive economy... demands that we make con- 
sumption our way of life, that we convert the buying and use of goods into ritu- 
als, that we seek our spiritual satisfaction, our ego satisfaction, in consumption, 
We need things consumed, burned up, worn out, replaced, and discarded at an ever 


increasing rate.” 


JELLY HELM, Saving Advertising 
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IS THERE ROOM IN OUR PARTNERSHIP WITH BUSINESS 


MUST WE HAVE A BLIND DEDICATION TO GROWING 


Y HELM, Saving A 
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AND SO, ADVERTISING EVOLVED FROM BEING 
a relatively passive source of information to a per- 
suasive tool for manufacturing desire. This may be 
getting closer to the reason advertising is criticized: 
the role we play in helping to create a consumer economy. 

Since 1950, Americans have consumed as much 
as all of the world’s peoples who have ever lived. Our 
economy depends on it. Two thirds of our gross do- 
mestic product is consumer-driven. We have helped 
create a world of abundance that has been very good 
fora lot of people. Not just everyone in our business. 
Virtually everyone in our country, and every industri- 
al country, has reaped rewards from our consumer 
economy. 


According to the 1998 UN Human Development Report: “More people 
are better fed and housed than ever before. Living standards have 
risen to enable hundreds of millions to enjoy housing with hot water 
and cold, warmth and electricity, transport to and from work — with 
time for leisure and sports, vacations and activities beyond anything 
imagined at the start of the century.” 


Unfortunately, this describes only a small part of the 
world. And the disparities are deep. 
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I'VE CREATED A PIE CHART ~ a pizza pie chart (fig. 1) — which 
shows the way personal consumption is divided. The fifth of 
people in the wealthiest industrial nations — US, Canada, 
Europe, Australia and Japan — account for 86% of total private 
consumption expenditures. The middle three fifths account for 
12.7% of the spending. The bottom fifth account for 1.39 

The richest fifth consume 58% of the world’s energy, 65% of 
the electricity, 87% of the cars, 74% of the telephones, 46% of 
the meat and 84% of the paper. In each of these areas, the share 
of the bottom fifth is in single digits. Some immediately see a 
problem there. The disparity is too wide to be equitable. It’s not 
fair. 

But suppose you look at this in another way. Suppose you see 
this pizza not as finite, but as a snapshot, a step along the way 
towards a superabundant world. One day, can’t everyone have 
the Tvs, cellphones, SUVs, video- games and mega-malls that 
we have? 

Simply put, no. 

To understand why, we have to look at the idea of sustain- 
ability. In a sustainable system, consuming doesn't deplete or 
permanently damage resources. Thirty years ago the environ- 
mentalists told us the problem would be that we'd run out of 
oil, or non-renewable resources. Good news. We haven't. The 
bad news is that the way we consume hurts the world in two 
other ways. First, we're overusing renewable resources. Things 
like water, fish and wood. We're using them faster than the 
earth is able to regenerate them. We're cutting down trees too 
fast; we're overgrazing too much land; we're over-fishing. 

Second, we're overextending the earth's sink capacity. The 
earth has a natural ability to absorb waste, as long as we don't 
push it to do more than it can handle. Consuming as much as 
we do creates an enormous amount of stuff, gas and solid waste. 

What about recycling? 

Recycling is a good idea, and it makes us more aware of the 
issue of waste, but it doesn’t touch the problem. Most of the 
waste comes from the manufacturing, packaging, and distrib- 
ution of what we use — things beyond our control. Per capita 
waste has increased three-fold since 1980. 


JELLY HELM 


Basically, it won't work to keep going the way we're going. We 
can’t sustain it. If everyone consumed the way Americans do, 
we would need four more earths to support it. We've reached our 
limit. Many of the people working on this dilemma, scientists 
and sustainability experts, have arrived at a common solution, 
If we compare their solution to where we are headed as an 
industry, it may hold the answer to why we're targeted by critics. 


LET'S LOOK AT THE PIZZA CHART in a different way. This is 
the way Alan Durning of the Worldwatch Institute analyzed the 
division (fig. 2). 

The overconsumers are the 20% of the people living in indus- 
trial countries. They're the ones consuming at a rate that can- 
not be sustained. 

The sustainers are the middle 60%. They have electricity, clean 
water, adequate food. They have fewer cars, and depend more 
on public transportation. They're not deprived. And their style 
of living does not threaten the earth. 

The excluded are the bottom 209%. They have very limited and 
in some case no access to clean water, safe food, shelter and 
health care. Because of their dependency on the land, they also 
deplete resources in an effort to survive. So, surprisingly, their 
style of living also threatens the earth. 

In order to create a sustainable system, the bottom 1.1 billion 
people must increase their consumption levels, the middle 3.3 
billion must continue down the same road, and the top 1.1 billion 
need to consume in more appropriate, responsible ways (fig. 3). 

In fact, if we look at where our industry is heading (fig. 4) 
we're ignoring the excluded, encouraging the sustainers to join 
the overconsumers, while pushing the overconsumers to an entire- 


ly new stratum: super-duper-overconsumers 

Despite being keenly aware that we live on a finite planet, 
with a limited amount of resources, we continue to perpetuate 
aworld-view of continuous, unlimited and ever-expanding con- 
sumption. We continue to encourage runaway spending, in 
direct opposition to the sort of action recommended to get us 
out of the mess we're in. That's how ecologists and scientists are 
looking av it. Let's look at advertising from a sociologist’s view. 


Saving Ad 
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Fig. 1 PERSONAL CONSUMPTION EXPENDITURES (SOURCE: UN Development Program) 


Despite being keenly aware that we live ona finite planet, with a limited amount 
of resources, we continue to perpetuate a world-view of continuous, unlimited 
and ever-expanding consumption. We continue to encourage runaway spend- 
ing, in direct opposition to the sort of action recommended to get us out of 


the mess we're in. 
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Advertising apparently works. 


We're spending more than ever. Yet somehow we're not keeping up. 
The social demands of spending rise faster than our income. A Roper 
Center poll revealed that the amount of annual income required so 
that you can “fulfill your dreams” doubled between 1987 to 1994. 
Luxuries have become “necessities.” 

As my wife and I build a home together, we've discovered that 
there are standard items that we're almost expected to own, the 
required trappings of being a young American couple: an answer- 
ing machine, a cordless phone, at least one television, cable TV, a 
VCR, a stereo, cassette player and CD player, a microwave, dish- 
washer, washer and drier, air conditioning, two cars. Owning these 
things would have made you the talk of the neighborhood barely a 
generation ago. Now you stand out by not having them. 

Trying to keep up has its costs. Credit card debt is at the highest 
ever, doubling from 1990 to 1996. Household savings are at the 
lowest point ever, one fourth of what they were 15 years ago. Do you 
know how many households making more than $100,000 say 
they can't afford everything they really need? 27 percent. 

How much is advertising responsible for this? To answer, it may 
help to examine the way advertising works — the process that goes 
on in the mind of a person targeted by our ads. 

Advertising’s goal, of course, is to make you want something. To 
create desire. That begins by making you unhappy with what you 
currently have, or don't have. Advertising widens the gap between 
what you have and what you want. Wanting to buy something, then, 
is a response to the feelings of dissatisfaction, envy and craving. A 
perpetual state of conflict. 

I's on these emotions thata world economy and a dominant phi- 
losophy have been built, encouraging the act of spending to increase 
personal happiness, well-being, and ultimately, one’s identity. 

These aren't controversial ideas. They’re merely a description of 
the process. — 

When I use the word advertising, I don't mean any individual ad. 
A particular ad can be entertaining or funny or touching or boring. 
We need to look beyond the emotional reaction created bya specific 
ad and look at the combined effect of the thousands we see. 

Advertising’s influence comes from the common theme under- 
lying every ad, repeated thousands of times, day after day after day: 
Buying things will make you happy. 

When you build a system on a foundation of desire, dissatisfac- 
tion, envy and inadequacy, people buy things, yes, but it’s no sur- 
prise that it happens at the expense of some damage to the psyche. 

The dangers of materialism is one of the few topics virtually every 
world religion agrees on. Which tells me we should pay attention. 
It only takes two world religions to agree to keep me from eating 
pork. And if materialism’s not bad enough, we are increasi ngly telling 


people that their non-material needs may be fulfilled through con- 
sumption. 

Increasingly, account planning involves using anthropologists’ 
tools to determine deep human longings — freedom, belonging, 
fulfillment, power, love — and showing how our clients’ products 
can fulfill those needs. 

Ina speech to the American Association of Advertising in April 
1999, the chairman of the agency conglomerate Interpublic Group 
admitted that “The people who sell you sport utility vehicles are 
selling you the means to go anywhere you like. You're almost cer- 
tainly not going to go there. But you are going to feel pretty pow- 
erful. They're putting you in the Power Business, the Feel Good 
Business.” 

To claim thata particular brand of SUV will make you more pow- 
erful is not exactly a lie, but as essayist Jonathan Dee wrote, it’s “a 
kind of truthlessness.” In perpetuating that truthlessness, in telling 
people it’s not who you are, it’s what you own, advertising distorts 
something essential about ourselves, something invisible, but pos- 
sibly the most important aspect of our humanity. 

Ecologicunsustainability, social instability, materialism, spiritu- 
al damage. Wow. What 

My first response, when confronted with the effects of over-con- 
sumption and my involvementas someone in advertising, was utter 
denial. I never in my life intended to widen the inequality gap or 
misuse natural resources or create a world hooked on junk. Further- 
more, I've never even met a person who has! We are good people. 
None of us, as far as I can tell, intended for this to happen. I just 
wanted to meet James Brown! How did it get so out of hand? 

When cars first came out, people thought of them as clean trans- 
portation, because horse manure didn't come out of the tail pipe. 
But the auto business quickly learned that they weren't as clean as 
they originally thought. Advertising’s not as clean as we origina ly 
thought. 

disagree with the critics who think that people in advertising 
are creeps. My research, conducted with hundreds of people, tells 
me that people in advertising are thoughtful, intelligent, idealistic, 
compassionate, creative. In short, all the traits necessary to do the 
right thing. Unfortunately, we are often paralyzed because though 
we recognize some of the shortcomings of our business, we don't 


lo we have to say about this? 


know where to start. 

A good place to begin is by confronting the fact that some of the 
consequences of what we do as an industry don't always line up 
with what we believe as individuals, and see what we can do aboutit. 

Someone must be thinking: “You're not criticizing advertising, 
you're criticizing capitalism. We're the tail of the dog. Advertising 
is simply a tool of corporations.” 

It is true that we cannot expect a revolutionary change in adver- 
tising withouta revolutionary change in business. This has already 
begun. 


LLY HELM, Saving Advertising 
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Ray Anderson is the CEO of Interface, a $1 billion carpet company 
that’s part of one of the earth’s dirtiest industries. By its own 
count, Interface produces over ten thousand tons of solid 
waste, 600 million gallons of polluted water, and 62,000 
tons of carbon dioxide every year. 

Recently Anderson had an unlikely address for his share- 
holders: “Iam a plunderer of the earth. Someday people like 
me may be put in jail.” Interface, with the help of an environ- 
mental consultancy from Sweden called The Natural Step, is 
one ofa number of corporations taking major steps to retool 
itself towards conducting business in a sustainable way. 

One of Interface’s neater ideas: leasing carpet instead of 
selling it. It allows them to control the recycling so that the 
carpet doesn’t end up ina landfill. 

As Anderson said, “Business and industry have to change 
or we will take the Earth down with us. This is the next in- 
dustrial revolution.” 


This brings up a critical question: 

Must we wait for our clients to take the lead? Is there room in our partnership with business 
to play more than an ethically neutral role? Must we have a blind dedication to growing 
our client’s business, regardless the outcome? If our clients are leading us down a path 
that is not socially or ecologically sustainable, or that is harmful to human nature, do we 


resist, and how? 
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I don’t think any of us like the idea of being ethically neutral. 
Every industry has an ethical code, a line not to be crossed, no matter the cost. Economist and philoso- 
pher John Ruskin called this line the “due occasion,” when it is a person’s duty to die rather than go 
againsta principle critical to his or her profession. What are those due occasions? Ruskin said, “[For] 
the soldier, rather than leave his post in battle. The physician, rather than leave his postin plague. The 
awyer, rather than sanction injustice.” 

What is our due occasion as advertisers? 

One mantooka stab at identifying it. He ran an ad agency in New York. In one of the last state- 
ments he ever made, in the preface to a book he never finished, Bill said: “You and I can no longer iso- 
ate our lives. We must practice our skills on behalf of society. We must not just believe in what we 
sell, we must sell what we believe in.” 

Bernbach’s words are deceivingly simple. 
“Believe in’ is more complicated than whether we personally like a product. A product must 


be evaluated as to how it affects the entire community. Even beyond choosing products we believe in, 
can we continue to promote reckless spending given the evidence of how it affects the health of peo- 
ple and the planet? 


t seems to me, knowing as much as we do, we can't go back to our cubicles and merely argue 
about concepts. It’s like rearranging deck chairs on the Titanic. In light of what we know, debating 
meaningless issues such as merits of East Coast vs. West Coast advertising has gone from irrelevant 
to absurd. There's nothing wrong with improving creativity and debating techniques, but it must be 
done within a wider context. What is most important to us? That we make our work more entertain- 
ing? Or that we make it more equitable? That we start another creative revolution? Or are we in need 
of a different sort of revolution? 

We have made amazing strides in creativity, technique and economic growth, but how satis- 
fying are these advances if we ignore or explain away the consequences of our work? Wouldn't we find 
deeper joy in celebrating our creativity if it existed within a broader context? Don't we want to say, “I 
feel good about my job,” not because we have fun or because we work on cool commercials, but because 
our profession contributes to human growth and is good for the health of the community? 

v's unrealistic to think advertising will start a revolution. Advertising isn’t meant to set social 
policy. But advertising is very effective at listening and reacting to public will. And the public seems 
to be catching on to the costs of our extreme patterns of overconsumption. 

na1g995 Merck Family Poll, 82% of Americans agreed that “Most of us buy and consume far 


more than we need. It’s wasteful.” In the summary of the poll's findings, the report's authors state: 
“People of all backgrounds share certain fundamental concerns about the values they see driving soci- 
ety. They believe materialism, greed and selfishness increasingly dominate American life, crowding 
outa more meaningful set of values centered on family, responsibility and community.’ 

I don’t need a poll to tell me this. Because I know, when it comes down to it, that the road of 
reckless materialism is unsatisfying to the human spirit. The world is waking up. Maybe because of 
the millennium, change seems easy to embrace right now. How will we respond? 

Change is easy for us. We can change in an instant. Unlike the changes Ray Anderson made at 
his carpet company, we don't have factories to re-tool or technologies to improve or components to 


reinvent. We only have to change in our minds, and once we do, we've changed for real. 
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WHAT SORT OF CHANGE DO WE NEED? 
It’s time to revise our industry's code of ethics. In 1924 we identified 
our principles and wrote them up as the AAAA Standards of Practice. 
We must rejuvenate and reclarify those standards given what we now 
know about the state of the world and our relationship to it. The code 
asserts, among other things, an obligation to the public and a dedi- 
cation to expressing the truth. “The truth” is tough to pin down, but 
it certainly cannot include promoting ideas or products that are harm- 
ful to the health of the planet or society at large. I believe we all agree 
on this in principle; it’s just a question of defining what it means. 

For example, many agencies already take stands against tobacco, 
because it is easy to see the link between tobacco and the ill-health of 
the community. The link between other products and the ill-health 
of the world is often less obvious. 


The1998 United Nations Human Development Report on Consumption helped clarify that link. 
“Consumption clearly contributes to human development 
when it enlarges the capabilities and enriches the lives of 
people without adversely affecting the well-being of others, 
when it is as fair to future generations as it is to the present 
ones, when it respects the carrying capacities of the planet, 
and when it encourages lively, creative individuals and com- 


munities.” 


@ 
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With that as a guide, 
I propose three clarifications, restatements, 
of our industry principles: 
Te 

PROMOTE ONLY THOSE GOODS AND SERVICES THAT BENEFIT HUMAN DEVELOPMENT. 
As I said, Tbelieve we all agree with this in principle. None of us would promote cigarettes for babies or a home secu- 
rity system that uses landmines. But it’s never that black and white. How do we determine something that 
seems so subjective? To a certain degree, it will always be subjective, but there are questions we can ask: 

— How is the product made? Does it responsibly use natural resources? Does manufacturing it cre- 
ate unnecessary waste or pollution? What are its health, safety and environmental impacts? 

~ Is it produced equitably? Are the people on the assembly line empowered or exploited? 

— Is it distributed fairly? Does it benefit one group disproportionately? 

— Does it contribute to the growth of communities? Does it help us meet our needs? Does it make 
people more creative, strengthen them, bring them together? Or does it isolate and separate people? 

As we change our priorities from short term gains to long term and carefully scrutinize our clients, cus- 
tomers have demonstrated they're willing to meet us halfway. 

Whether it’s the increasing consumer support of faitly-traded coffee, which insures that small coffee pro- 
ducers are not exploited, or the recent student movement protesting sweatshop manufacturing of college 
apparel, which the New York Times called “the biggest wave of campus activism since the anti-apartheid move- 
ment in the 1980s,” people are beginning to understand the inter-relatedness of their buying and consum- 


ing decisions and the rest of the planet, and demonstrating that they are willing to make the right choice. 


The second principle is also 

a reclarification 

of our industry's commitment to the truth: 

pe 1 

REFRAIN FROM PROMOTING RECKLESS, IRRESPONSIBLE, COMPETITIVE CONSUMPTION. 


Advertisingas a force to create false needs is a relatively recent phenomenon, tracing back to less than a century ago. 


Is it possible for advertising, while remaining creative and effective, to return to its original purpose of inform- 
ing and educating? 

If we are committed to the truth, we must ask ourselves, is it truthful to promise that material goods will 
fulfill deep, human, non-material needs? Is it truthful to market high-cost status goods to the urban poor? Is 
it truthful, knowing what we do about the effects of consumerism, to continue to Promote it as a viable 
lifestyle? 

Can we sell without doing these things? It depends on which aspects of human nature we choose to speak 
to with our work. Do we encourage greed? Do we speak to people as individualists pursuing maximum per- 
sonal gain to the exclusion of others, or as members of a community, a person whose choices affect a larger 


group of people? 


My third proposal concerns the way we market to a demographic group that represents over 200 billion 
dollars of spending power. Children. 


Our industry has had impressive results at marketing to kids. I recently heard a planner tell the story of 
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researching the target audience for a lollipop commercial. The target was kids aged five to twelve, but her 
research had shown that there are sharp divisions within that group. Fiye- and six-year-olds like bright, bold 
colors and busy things to look at. Seven- to nine-year-olds like funny sounding words they can repeat. Bobbley- 
wobbley. Toodley-woodley. Ten- to twelve-year-olds like seeing adults in foolish situations, because it makes 
them feel smarter and more in control. 

She showed us the commercial based on her findings and it unsurprisingly featured a bumbling, clum- 
sy adult on a busy, colorful set, talking about the lollipop using funny sounding words like bobbley-wobbley 
and toodley-woodley. And, she reported, kids bought up those lollipops by the handful. 

Armed with such sophisticated tools, the battle for kids’ dollars is relatively one-sided. According to an 
article in American Demographics entitled “Born to Shop,” children as young as three ask for brand names. Six- 
month-old babies recognize corporate logos and spokesmen. Psychologists tell us that to a child, all infor- 


mation is educational. They simply cannot distinguish between advertising and other types of information. 


And so it is impossible to “target” them without being, by definition, manipulative. 


Commercializing the experience of childhood has deep consequences. 93% of teenage girls say shopping 


is their favorite activity. As a society, we shake our heads and complain about how materialistic kids are, yet 


we refuse to see the connection between their values and our military-scaled marketing to them. 


While some believe the answer is media-training for kids, I believe that the blame-the-victim approach 


puts responsibility on children instead of where it belongs, on us. In civil society, we must put the welfare of 


children ahead of economic benefit. We must follow the lead of countries such as Sweden, Denmark, Norway 


and the province of Quebec and... 


Ill 
BAN ALL BROADCAST ADVERTISING TO CHILDREN UNDER 12. 
Whether we will take such a radical step depends on whether we believe this group holds more value as consumers 
oras children. This is an ambitious call-to-action. Maybe it’s unrealistic to expect that we would change a sys- 
tem that, at least in the short run, benefits us. But I'd like to think that all of us would rather participate in a 
system that is healthy and fair. I'd like to think that we have the capability to understand that our ultimate 
well-being is tied to the community's well-being, and that exploitative relationships that may initially benefit 


us will eventually cost us, either through a damaged planet, a damaged social structure, or a damaged soul. 


But how many people reading this have the power 
to implement such a dramatic plan in an agency? Some of us do. But 
most of the people able to make such changes probably stopped read- 
ing a long time ago. “He's nuts. He doesn’t understand reality. He 
doesn’t understand the way life works.” I wouldn't blame them. In 
their shoes, I'd probably think the same things. They’re too invested 
to risk making any dramatic changes. 
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But on the other hand, you might be feeling bothered by some of the things I've written — 
they might be things you've thought yourself — and you might be feeling a bit powerless 
to do anything. You might find yourself a week from now, taking a shower, drinking a cup 
of coffee, and some of these ideas are still nagging at you. I would pay attention. I would 
pay attention, because as my friend Ken said, that is a gift. The gift of hearing. It is the 
first gift you will have to put to use if you want to affect any change. Real change will not 
come swooping in with the adoption of an oath, it will come gradually, as one by one we 
become aware of these issues and question our individual roles. 

Your second gift landed you your job. Your creativity, your intelligence, your ability to 
look at problems in unusual ways. No one else is in the position to make as much differ- 
ence on these issues as you are. Not social workers, not teachers, not priests. No one else 
has the creativity, the energy and the opportunity that you have. As a person with the gift 
of creativity, confronting these sorts of issues is your heritage. 

According to anthropologists, in primitive cultures and ancient tribes it was the cre- 
ative people, the men and women who saw visions and could create artistic objects, who 
served as the conscience of the community. They were the priests and shamans. Your genes 
are practically commanding you to do something! 

Where to begin? Look into these issues for yourself. Read the UN Human Development 
Report on Consumption. Look into the work being done by the places like the Center fora New 
American Dream (newdream.org) and the Positive Futures Network (futurenet.org). Talk about 
these things at work. Have a conversation with your boss. Talk with your friends. Start a 
discussion group. 

These issues are often bewildering. But the good news is that we don’t have to have 
a complete answer. We just need to have a desire to earnestly pursue these issues, to seek 
a complete understanding of our work and its effects on the world. If we shine a light on 
what we do, I am confident that truth and our best instincts will combine to help us take 
the right steps. 


As social activist and educator Howard Zinn said: 


“If we do act, in however small a way, we don’t have to wait for some 
grand utopian future. The future is an infinite succession of presents, 
and to live now as we think human beings should live, in defiance of 
all that is bad around us, is itself a marvelous victory.” 


Jelly Helm is an Associate Professor a Virginia Commonwealth University Adcentesa graduate school of advertising in Richmond, Virginia, Previously Jelly was a 
Senior Vice President/Group Creative Director at The Martin Agency, and before that a Creative Director at Wieden & Kennedy in Amsterdam, Jelly is from Louisville, Kentucky. 
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Dear Readers, 

Due to space limitations, we were 
not able to publish our regular 
“The Readers Respond" section in 
the past two issues. 

We do always very much appreciate 
your comments, positive and 
negative. So we saved up all your 
letters and are publishing them 
here. 


THe reapers respono 


Dear Emigre, 
I bought my first Emigre magazine 
yesterday (number 49, the most 
recent here in Finland], and was so 
disappointed. I paid 65 marks 
(approximately 12 dollars] for such 
crap. Not even one proper picture. 
I promised myself that I will not buy 
asecond one, And I will tell my 
friends, too. What a waste of money! 
Even the Bible is more entertaining. 
I want my money back! 
Juska, 
Finland 


Dear Emigre, 
Please continue my subscription 
to your incredible magazine. 
T especially enjoyed the recent 
“Everything is for Sale" issue 
{Emigre #49] with your Adbusters 
coverage and interviews. If you're 
right, and there are no hot-button. 
issues in the state of graphic design, 
it's because we, as designers, are in 
a state of flux and redefinition as to 
where our territory and responsibil- 
ities begin and end (which media? 
what circumstances?) Graphic 
designers are ultimately communi- 
cators who have to stretch outside 
their own conventions in response 
to changing technology-based 
media. Tech designers who work in 
these media are becoming graphic 
designers and graphic designers 
want those tech skills because that's 
where corporate U.S. is throwing its 
dollars. 
Yup. Things are changing. I'll 
continue to read about Emigre's 
heroes. 
Truly, 
Vicki Olds, 
San Francisco, CA 


Dear Emigre, 
Congratulations. I finished reading 
my copy [#49] last night. 

Lenore Weiss 


Dear Emigre, 

Thanks for the inspiring articles 

on Adbusters's Kalle Lasn 6 Chris 
Dixon. Since I subscribe to 
Adbusters, it was great to see a 
connection between my two favorite 
magazines. 

The last issue, #49, was beautiful 
and smart. Thank you for making 
me think, As a designer, it's nice not 
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to be patronized and to be consid- 
ered a thoughtful person with 
interests outside of the “design 
world.” Keep up the amazing work. 
I can't wait for the Van Dyke Parks 
book. I saw him live in San Francisco 
last summer and have been hooked 
ever since. 

Lissette Sacks, 

San Francisco, CA 


Dear Emigre, 
I found the last three paragraphs of 
your introduction in issue #49 to be 
very exciting, and the magazine 
gave me a feeling of being not so 
alone. Thank you and good luck with 
whatever comes next. 

Max Greenstreet, 

Oakland, CA 


Dear Emigre, 

Oh, New York. After a long walk 
around SoHo on a windy day, I met 
my friend who was taking a typo- 
graphy class at Parsons. That night 
the teacher let me sit in and what 
was the teacher saying to the 
students? Have you gotten your 
homework completed? Show the 
letters you have made, put them on 
the wall and etc., and by the way, 
pass these around — copies of 
Emigre to be examined. 

People stopped talking and looked 
instead at what the teacher had 
brought in. And there you have it — 
the smooth, hungry process of 
devouring Emigre photos, design 
and writing began in that 3rd floor 
room that evening. I was there, I 
saw it, I was a witness and it was 
not planned. 

The conversation was only about 
the type, the letters — what is an 
exciting R or 0? I suggested the 
broader discussion exists as an 
issue about design in general and 
type in particular. I added that type 
and design work in tandem and 
compliment one another, I men- 
tioned that since everyone was 
looking at Emigre, they should be 
aware of the other works that were 
not just type. The booklets and the 
posters, and the fancy clothing by 
someone named Zuzana. I also 
mentioned the musical element of 
Emigre, suggesting that as focused 
as it is on type, it is also a creative 
outlet. And they looked at me like 
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I was out of my mind and they didn't 
say anything. 
Trealized that yes, perhaps I was 
veering off the subject and that it 
would be o.k. for them to just focus 
on type and fonts and that I did not 
need to go inta other things. 
Manhattan has both creative and 
conservative designers and schools, 
and there is nothing wrong with 
that. I, of course, was not the 
instructor but I had the impression 
that the tone of the class was more 
open. It occurred to me also that 
when bringing up Emigre 
somewhere, there are several ways 
to begin and several issues that 
arise. So we can pick a single topic 
or we can take on the whole thing, 
whichever is appropriate. 
And that's the case with design too. 
So now Emigre is a metaphor. I was 
there, I saw it, I was a witness, 
Chris Cobb, 
San Francisco, CA 


Dear Emigre, 
The adaptation of “Our Araby” in 
issue fifty was truly inspiring. 
At first I was upset that valuable 
magazine real estate was used for 
a photo essay and type specimen 
layout, but as I studied it, a sense 
of appreciation and even awe swept 
over me. I wish I had thought of it. 
And Martin Venezky always makes 
me wonder how he creates such 
beauty. 

Steve Cooley, 

Boston, MA 


Dear Emigre, 
I just did the first go-around with 
my latest copy of Emigre (fifty!) and | 
it'sso...so... well, so interesting! 
Ijust can't believe my eyes! It's so... 
unique. I mean, it’s, like, so out there | 
that I couldn't even say if it's good or 
bad... could I? 1 mean, like, it must 

he good... right? I mean, it's, like, 

breaking new ground ... isn't it? 

And it, like, has to be good or else 
something's wrong... right? ] mean 

if I don't get it, if I can't, like, 

understand it, like, what I'm looking 

at here, then it must be great... it 

must be art. It's, like, so slippery 

that I just can't get my mind around 

it, It's just so totally cool... isn't it? 

I mean, you know, like, it must be 

totally cool ifI can't figure it out. 


I mean, isn't that the criterion for 
attempting to qualify contemporary 
design? If it makes no design sense 
in any respect; if it's totally 
confusing and absolutely non- 
functional; if it’s, like, a contextual 
fruit salad with more driveling 
content than I'll ever be able to 
assimilate, let alone understand, in 
a lifetime, then it must measure up 
to the rigid standards of neo, post-x 
design (or whatever]. I mean this is, 
like, your mind, dood, and this is 
your mind on Emigre, dood, Whoa, 
someone get me a bucket because 
my un-evolved mind just can't 
handle it! 

Robert 


Dear Emigre, 
Fifty is beautiful, ‘nuff said 
Jeffrey P, Shell 


Dear Emigre, 
Issue 37, 38, and 51, which have 
Stephen Farrell's work, are very in- 
teresting. The “TOC" piece with 
writer Steve Tomasula was by far 
my favorite. 
Iam glad you choose designers like 
Stephen Farrell, and others like 
Peter Maybury, who are not the 
designers that are usually featured 
in other publications. 
There is still some great original 
design out there. I'm glad you found 
some of it. 
Keep up the good work. 

Tim Jester 


Dear Emigre, 
Congratulations on making every- 
thing small, obscure, uncomfortable 
and terrible. You suck. 
Love, 

Allen Weaver 


Dear Emigre, 

Here's an idea for all your ennui: 
pro bono. Doesn't anyone out there 
believe in anything besides a clever 
italic or an ironic stock photo? "The 
state of design"? There's a big wide 
world out there, and contrary to 
what you may or may not have read, 
things ain't looking very pretty, 
friends. 

What's so bad about capitalism 

is not that it produces bad design or 
co-opts the new, but that there's a 
real human cost. (A severe one.) An 
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environmental one, too. (A massive 
one.) While you were working on 
that comp late that night how many 
acres of rainforest vanished? How 
many children went to sleep cold 
and hungry? Or went to sleep 
forever because their parents 
couldn't afford medical care? How 
many millions spent another birth- 
day in jail? Or were “disappeared” 
by a governor they didn't vote for? 
Or were murdered because they 
spoke a different language or didn't 
wear the proper veil? Or were raped 
by their employer... at the factory 
that made that shirt you're wearing? 
Yeah, so what are you going to do 
about it? 
There's a difference between an 
annual report for Lockheed and a 
country report from Amnesty 
International. Does anyone know 
what “samizdat" means anymore? 
You designers have the tools of the 
media right under your pudgy little 
fingertips! Give a stage to the 
disenfranchised! Broadcast the 
voices of the invisible! Pry open the 
sleepy eyes of the complacent! Jam 
the media! Organize your work 
place! Speak truth to power! Venture 
forth into your community. Just get 
off your ass! “Resistance” indeed. 
What the hell are we in this for 
anyway? A new look? A clever 
“concept”? A couple of blue ribbons? 
A fast buck? The esteem of your 
peers? 
What will be your legacy? 
If you're not part of the solution, 
you're part of the problem. Stop your 
whining and do something. 
PS. Thanks for the great magazine. 

John Emerson, 

New York, NY 


Dear Emigre, 

I'm looking forward to something 
editorially refreshing. The design- 
is-art-or-I'll-break-your-teeth 
shouting match that's been going 
on for the past several years has 
about worn itself out. My philosophy 
is simple. If a client pays me to solve 
a problem, I'm probably designing 
something ...a brochure, a sewer 
system, whatever. If I'm creative 
enough, the solution should take on 
an artful elegance. But it's not Art. 
It's Art if I have to do it to get it out 
of my nightmares and into R-space 


(canvas, a web site, whatever), 
regardless of whether someone 
wants to pay me for it. 
As for the knuckle-headed comment 
some while back about your web 
site, so what? Your site is there for 
a reason, it works [I've used it to buy 
stuff, so I know it works], and it 
looks a hell of a lot more profession- 
al than some of the bung holes that 
people are pouring $$millions into. 
Keep it up and thanks for the free 
subscription. 

Dave Dike 


Dear Emigre, 
Tam sick of all the criticism about 
the state of design in the USA, lam 
a designer working in Guayaquil, 
Ecuador, and here is where the shit 
is, not there. The few good designers 
working here (including my studio, 
DUO Communications) are strug- 
gling with bad clients and worse 
payments, as well as the lack of 
places in which we can study graph- 
ic design, and the impossibility of 
access to seminars or exhibitions. 
All you designers in the USA should 
be the happiest in the world. Try to 
work when the highest payment you 
receive is $90 for a logo. 

Jaime Nufiez Del Arco, 

Ecuador 


Dear Emigre, 

Thave always enjoyed your work, 
Iwas particularly excited by the 
recent publication of “First Things 
First Manifesto 2000" and the piece 
on our friend P. Scott Makela by 
Katherine McCoy. If we can't rely 
on Emigre, who can we count on? 
Tam sending a copy of a manifesto 
written in 1992 for you: 
Existential Design 1992 

This is a belief held by some con- 
temporary designers who seek to 
explain their identity through 
graphic design. We aim to utilize 
design as a means to communicate 
and also as a way to understand the 
theoretical impulses and emotions 
within ourselves. Like painting, 
sculpture, and other disciplines of 
fine art-making, we seek to create 
forms that encode our process and 
individuality through our design. 
Content is layered with journal 
entries, social commentary and the 
preoccupation of placement in the 
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world. This position coincides with 
the philosophical ideals of 
existentialism, a philosophical 
position which, during the 1950s 
and 1960s, held that existence is 
prior to essence and that man is 
responsible for what he makes of 
himself. In essence, this philosophy 
celebrates the spirit of 
individuality. This idea is at the 
center of the activities and purpose 
of our design, 
Manifesto of Existential Design 
1, Graphic design is a vehicle to 
reveal oneself, 
2. The hand of the artist is imper- 
ative in the forms we create, since 
graphic design is a multi-disci- 
plined practice that speaks of our 
individuality and leaves proof of our 
existence. 
3, We are not driven by the computer 
to create forms. 
4, We place emphasis on a concrete, 
engaged existence and our 
relationship to culture and society, 
5, We celebrate individuality and 
dissolve the notion of celebrity. 
Thope we can continue some kind of 
dialogue beneficial to each other 
and for the sake of design in our 
culture, 
Respectfully yours, 

Dave Martinez 


Dear Emigre, 

As a design student, I've never 
wanted to be someone who designs 
soap packages and brochures for 
Viagra. I've always thought that 
design could be something more 
worthwhile and meaningful. “First 
Things First 2000" sums up a lot of 
the same thoughts I've had for 
years. I] am just now realizing that 
my whole perception of design has 
been mostly commercial. My 
teachers, the design magazines, and 
even almost all of the well known 
designers have made design out to 
be something primarily commercial 
with a tiny chance for social 
implications. 

What's the reality of First Things 
First? How realistic is it to incorpo- 
rate the manifesto's principles into 
my future as a young designer? And 
what about all the great designers 
who have signed the manifesto? 
Haven't they made a fat buck or two 
off the consuming public? Or have 
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all of them just changed their ways? 
I only ask these questions because 
Thonestly don't know. 

Pablo Airth 


Dear Emigre, 

First, let me congratulate you on 
your move away from being a 
whining-forum, and back to actual 
typography. I think you've now 
arrived at a beautiful match of 
content and social philosophy. 

I'm writing this letter motivated by 
your piece on the Deseret alphahet. 
Whether something fails or suc- 
ceeds, there is always much to learn. 
And in this case I find the lessons to 
be surprisingly relevant and timely. 
Considering that the Mormon 
community in its formative period 
was a highly isolated and central- 
ized society, I think there was 
actually a good chance of alphabet 
reform succeeding. However, instead 
of expanding on the existing Latin 
alphabet (thus minimizing the 
learning effort], the Deseret project 
adopted a set of entirely new shapes, 
and I feel that this proved to be its 
fatal flaw. It's tempting to think that 
the problem was simply “bad 
design," but the political context 
sheds an entirely different light on 
the process. Because of religious 
persecution, the Mormons carried 
out a wholesale exodus to a com- 
paratively uninhabited part of the 
US, and it follows that they wanted 
to be as different as possible from 
their adversarial external environ- 
ment. For Young, the new alphabet 
would have been just another tool — 
albeit a powerful one — to combat 
the assimilation of his sect (by 
reinforcing its identity], and I see 
this sociopolitical consideration 

as being central to the very design 
methodology of the Deseret 
alphabet. 

Politics has also played a role in 
motivating the success of reform 
efforts. Ataturk’s conversion of 
Turkey's writing system from Arabic 
to Latin is perhaps the best example. 
Although the Latin script is indeed 
better suited to the Turkic 
languages [thanks to fully marked 
vowels), the real reason that the 
reform actually succeeded is that 
after W.W.L., Turkey seriously 
needed to warm up to the West. 


Against the sad demise of Deseret 
and the tainted success of Ataturk, 
there are some shining counter- 
examples. The Carolingian 
standardization, for one, formed 
the hasis of the lowercase forms 
we use today. But perhaps the most 
notable instance is the gleaming 
example of Hangul, the Korean 
writing system: an alphabetic syl- 
labary that has put to utter shame 
all other writing systems of the 
world, since its conception in the 
1Sth century. 
The thing is, even though the 
Carolingian and Hangul reforms 
were both of noble intent, in the end 
they succeeded because of their 
royal backing; the political system 
wanted them to succeed, and this 
leads to my central point: for better 
or worse, graphic design (where 
alphabet reform partly lies] does 
not play a central role in society; 
politics does. This actually ties in 
beautifully to the Manifesto debate, 
and implies that graphic designers 
are not as powerful as they might 
like to think. The good news is that 
it also implies that designers as 
professionals are not guilty of 
causing the deplorable state of con- 
temporary society, 
That said, graphic designers can 
nonetheless do good on a personal 
level, and in their field as well, 
independent of material reward: 
reform is never a certainty, but 
always a possibility! 
Hrant H. Papazian, 
Writing Systems Guy 


Dear Emigre, 

I just got my copy of Emigre number 
52 and, as I was expecting, many 
readers have already replied to the 
publication of the “First Things First 
Manifesto 2000." I myself have some 
thoughts that I would like to share 
with you (since Emigre is one of 

the few design publications that 
offers some food for thought and is 
not only a glossy display window 
for designers or worse, advertising 
people). 

I've been working as a graphic 
designer since I graduated in 1986, 
when I was still living in Milan, 
Italy, At that time I was working for 
avery ordinary design studio, for 
very ordinary clients, people 
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manufacturing and selling products 
or services in a plain, honest way. 
There's nothing wrong with that, but 
it was boring. The problems began 
when I realized that one of those 
clients (a hardware tools retailer} 
was making huge profits by buying 
its products (made with cheap 
materials in a cheap way] in China 
{very probably paying almost 
nothing for them) and repackaging 
them in Italy to make them look like 
quality tools, I thought that was 
wrong, and I realized that I wasn't 
able to work this way. I must confess 
that I've always been extremely 
politicized (my beliefs as well as my 
way of life], but my disgust wasn't 
necessarily “political.” I really have 
a hard time with dishonest behavior 
and ultimately with the hig pile of 
bullshit conveyed every day by the 
media and the advertising industry. 
I quit my job at the studio and I 
started to free-lance. Since then I've 
been working exclusively for not- 
for-profit organizations and 
cultural clients, designing record 
sleeves, posters and programs for 
theater and dance companies and so 
on. Usually, I design sleeves for CDs 
that I would have bought anyway, 
and posters for shows I would have 
gone to anyway, Contrary to what 
designers are generally understood 
to be, I don't see myself asa 
“problem solver." If I saw graphic 
design as a series of "problems," 

I probably would do something else. 
Professionally, I have never been 

so satisfied in my life, although 
economically I can't say that it has 
always been easy (most of the time 
it's not). 

I've always experienced among 
graphic designers a total lack of 
critique or even the ability to 
express ideas and concerns about 
their profession. The general atti- 
tude I've found is, sadly enough, 
that of the prostitute: all clients are 
equal, they just need “professional” 
people “to solve their problems” and 
they pay for that. Graphic design- 
ers hide behind a sort of pathetic 
neutrality, claiming it's not their 
business to investigate the nature 
of their clients. So it was no surprise 
to find so many designers, in your 
“Readers Reply" section, repeating 
the same old mantras: “Design has 


never had a responsibility to strug- 
gle for a better life for all," and 
“To hold designers culpable for 
these social and economic forces 
is laughable..." 
Design indeed has responsibilities, 
Somewhere there are designers 
working for the weapons industry or 
for cigarette companies or for shitty 
food or shitty clothing companies. 
If they're not “culpable,” they 
certainly are accomplices; they 
contribute to promote hideous ideas 
and products. They help sell crap, 
Instead of asking “What are you 
doing in your professional life 
to make this world a better place for 
all?," the question should be “Who 
are you working for and why?” 
But once again, you'll get the same 
old excuse; the companies manu- 
facturing weapons see themselves 
as any other ordinary manufactur- 
ing company, run by respectable 
business men, selling to respectable 
people who don't see anything 
wrong with owning guns [as if you 
could use a gun in an “un-wrong” 
or decent way]. 
It also surprised me to see certain 
names among the manifesto’s 
signatories, some of whom, as 
everybody knows, work (or have 
worked) for clients such as Nike, 
Audi, Volkswagen and Lamborghini. 
Not bad for designers so oppor- 
tunistic to now stand up and 
encourage others to do the right 
thing. 
Sincerely, 

Fabrizio Gilardino 


Dear Emigre, 

When issue #51 came with the "First 
Things First 2000" manifesto printed 
on the cover, I was extremely excit- 
ed. The manifesto and Rick Poynor's 
essay both articulated a lot of the 
things that I was feeling about 
graphic design, I wanted to write a 
letter to you the second I finished 
reading it. I wasn't going to discuss 
my support of the manifesto so 
much as make a prediction as to 
what the response in the next issue 
would be. I figured that there would 
bea lot of letters saying something 
to the effect of “Ideals are great, 

but I need to work" or "Yes, I agree 
that advertising has become the 
dominant mode of expression but 


I just make them look the way they 
do. It's just a service." Now, I wish 
Thad written that letter. 

As the readers reply to “First Things 
First Manifesto 2000," the consensus 
seems to be “Nice idea, but get real.” 
Loretta Staples's letter was the only 
one that was a bit skeptical of the 
idealism in the manifesto but was 
also skeptical of the design 
profession as a whole: a profession 
that relishes its position as the 
form-givers of corporate America’s 
“brand positioning,” but then denies 
its impact. 

Apparently, I should rest easy, 
though, because “the rise in 
consumption is not about graphic 
design; it is about capitalism 
channeling fear and greed." I guess 
capitalism is just some malevolent 
spirit that has found a portal into 
our collective consciousness. Nike, 
Microsoft, and Coca-Cola are 
certainly not involved, so “cutting- 
edge” designers David Carson, Jens 
Gelhaar, Why Not Associates, Robert 
Nakata, and many more should 
sleep very easily, knowing that 
indeed, the “milligram of what they 
hold at heart" (printer fuck-ups, 
photocopies, post-modern irony, and 
quirky typography) that they inject 
into ad campaigns for these 
companies is actually making the 
world a better place, I think the 
workers in Nike's factories should be 
really pleased that ads in America 
are so well-designed and have such 
personal vision! 

In “A Call to Arms Against..,," 

the enlightened writers tell us that 
while graphic design can't change 
anything, “molotov cocktails will.” 
They then go on to say that “We 
have an opportunity to enter into 
valuable dialogue with them 
(citizen-consumers], challenging 
the preconceptions of meaning and 
of the fabric that contains the 
messages. All this and more: In Ads!" 
Graphic Designers, listen up! A 
career in advertising will not only 
pay well, but you can challenge the 
preconceptions of meaning! Maybe 
you can try marketing pink cars to 
men, or you may be able to eradicate 
gender bias! Perhaps you can help 
Adidas reposition itself as an 
“honest, hard-working” brand. That 
would be leaps and bounds in the 
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movement to imbue inanimate 
objects with a work ethic. 
The “First Things First” manifesto 
is not a blueprint for cultural 
revolution; it is a call for graphic 
designers to look at where they 
stand in the scheme of things. It's 
not asking you to quit designing 
ads, but asking you to put as much 
effort into finding other outlets for 
your skills. Most letters to this 
magazine make the same point: 
“My day job designing biscuit boxes 
is not very fulfilling, but what am 
I supposed to do?" If you're spending 
40+ hours a week being unfulfilled, 
you're in the wrong line of work. 
“First Things First" asks us only to 
examine our motivations, our 
complicity, and to take responsibil- 
ity for the outcome of these, 

Sparky Hardisty, 

Newport, RI 


Dear Emigre, 
Ican't say I enjoyed reading it, but 
I certainly appreciated the article 
“Las Vegas versus Nature." Powerful 
and disturbing text, though 
excessively academic in style, with 
excellent photos. Never having been 
to the place, the piece got me to 
appreciate all the more the forward- 
thinking civic-mindedness evident 
in the 19th-century design of my 
home area — the Twin Cities — 
although much of course has been 
trashed or forgotten in the 20th! 
Thave just one quibble with the Las 
Vegas article: not a single map? 
C'mon, 
I also found the piece on the Deseret 
alphabet fascinating. 
Keep up the good work! 

Peter Doughty 
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TYPEFACES © MUSIC e BOOKS »» GENERAL MERCHANDISE 


WWW.EMIGRE.COM 


PAUL RAND : American Modernist 
Two Essays by Jessica Helfand 


AVAILABLE FROM EMIGRE 
(800) 944.9021 www.emigre.com 


narrative exploration beyond the book 


The Codex Series is a CD ROM 
consisting of four projects by four dif- 
ferent talents in the digital medium 
exploring narrativity, graphic design 
and the interactive. Part compilation 
CD, part fanzine, The Codex Series 
is a digital artifact, something to share 
and talk about, 
hittp://www.codexseries.com 


MAG ONLY CD ROM, 
Available from Emigre 


(800) 944 9021 worw.emiare.com 


PAI.M..DESERT..,, 


From the essay "Yucca Brevivolia Dixie Cup” by Brain Schorn, Palm Desert. 


Published by Emigre 
Palm Desert is the first book of photographs by Emigre magazine creator Rudy Vanderlans. It is based on the music and lyrics of Los Angeles-based composer Van Dyke Parks 
and pays tribute to both Parks and Southern California. Somewhere between fact, fantasy and fiction, this book visualizes the environment evoked in Parks’s 1968 composition 


“Palm Desert,” and echoes his creative approach of blending classical, historical, vernacular and environmental themes. The result is a mix of fan’s tribute, documentary 


few. With essays by Brian Schorn and Kenneth FitzGerald. 
original track “Palm Desert” by Van Dyke Parks, as well as three adaptations by Emigre recording artists Itchy Pet, 
Fnutes. 

‘ographs, cloth cover with blind emboss, sewn and case bound, with a CD attached in the back. $24.95 


“It is brilliant. An inspiring visual journey through the Palm Desert area of California, undertaken by someone who obvious- 
ly cares for the works of Van Dyke Parks. Accessible to all who have been touched by Parks’s surrealist lyrics and imagery. 
Beyond that, Palm Desert is a great artistic statement that can easily stand on its own.” Songeycler website 

“jt’s an evocative mix of the ethereal, regal, mythical and humane aspects of the Southern California landscape. The ele- 
gant simplicity of the entire presentation brings to mind the work of Ed Ruscha.” Pulse! 

“VanderLans's introductory essay is quite touching and his photographs combine the precision and obliqueness of their 
source material. There are several books that need writing on Van Dyke Parks and this may well be one of them.” Eye 

“The type, illustrations, paper, binding, and size all contribute to making this book a pleasure to look at and hold. The 


typography is a quiet lesson in proportion.” Lingua Franca 


NEW T-SHIRT! EM/GRE SCRIPT LOGO T-SHIRT Logo printed in black, on front only, on a 100% gold cotton T-shirt. Designed by John Downer. S, M, L & XL. $15.00 


FREE DOWNLOAD 
ITCHY PET SAMPLE TRACK! 


5 MINUTE PLAYING TIME, 4.7 MB 
www.emigre.com 


RAPHIC DESIGN NEVER SOUNDED THIS GOOD. 500 BOXED SETS MADE. CD $15.00 
AVAILABLE ONLY FROM EMIGRE 


EMIGRE MUSIC ON-LINE OFFER 


WHEN ORDERING ON-LINE, THE BELOW-LISTED EMIGRE MUSIC CDS WILL BE SOLD AT AND CASSETTES AT. 
CHECK OUT EMIGRE’S VENTURES INTO THE LAND OF CONTEMPORARY, EXPERIMENTAL POP MUSIC. FEATURING AMONG OTHERS P. SCOTT MAKELA’S AUDIOAFTERBIRTH PROJECT, 
‘BASEHEAD’S SOCIAL- COMMENTARY HIP HOP, JAMES TOWNING'S DIGITAL POP EXPERIMENT FACT TWENTYTWO, AND SUPERCOLLIDER’S MUSICAL MINIMALISM. 


AUDIOAFTERBIRTH BASEHEAD (casserre onty) | BINARY RACE 

RAY CARMEN EVERY GOOD Boy 

EVERY GOOD Boy FACT TWENTYTWO (co onty) 

FACT TWENTYTWO (casserte only) | HONEY BARBARA (CASSETTE ONLY) 
STEPHEN SHEEHAN (co ony) | SUPERCOLLIDER SUPERCOLLIDER 


MUSIC VOLUME PACK 


(REGULAR PRICE $156.00) AND RECEIVE THE EMIGRE MUSIC 4 POSTER SET FOR FREE (REGULAR PRICE $30.00)! 
THE POSTER SET CONSISTS OF THE ORIGINAL PROMOTIONAL POSTERS USED TO ANNOUNCE EMIGRE MUSIC RELEASES TO THE MUSIC PRESS, STORES AND DISTRIBUTORS. 
POSTERS ARE FOLDED AND SHIPPED IN A BOX TOGETHER WITH 10 CDS. 


ORDER ALL 10 RELEASES FOR A TOTAL OF 


TO BE ELIGIBLE FOR SPECIAL PRICES, ORDERS MUST BE PLACED ON-LINE. TO ORDER, GO TO EMIGRE’S WEB SITE AT 


MUSIC SAMPLES 


Download and listen to music samples of Emigre CDs, 
and read interviews with band members by visiting 
www.emigre.com 
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Printed in black and yellow, on front only, ona nai ae Printed in black, on front (plus small Emigre 
100% white cotton T-shirt logo on back), on a 100% white cotton T-shirt 
Designed by Elliott Peter Earls Lex 
5,M, LEXL 


DESIGN IS 
A GOOD IDEA 


Cream fabric printed with x-y-z pattern in sage green. Relaxed fit in heavy-weight 100% 

brushed cotton knit for warmth and comfort. Two-piece pajama set includes elastic waist 

pants with draw string for adjustable fit, and top with chest pockets and spread collar 
Garment design by Sharon Adlis. Fabric print design by Zuzana Licko. 


X-SMALL = men’s shirt size 32, women’s dress sizes 4-6. 


Printed in white and dark blue, on front only, 


Pajamas only: (REG. $85) Printed in black and yellow, on front only, 
on a 90% cotton/10% polyester Includes pajamas, and Hypnopaedia pattern font, on a 100% cotton bluestone T-shirt 
athletic gray T-shirt. plus type specimen booklet: (REG. $125) 


Designed by House Industries. 
S,M, L& XL. 


5, M, L&XL. 


SPECIAL OFFER FROM EMIGRE 
THE BEATKIT POSTER SET 


Three posters designed by Shawn Wolfe 
Set includes Panic Now, Beatkit Must Die and Remover Installer posters, shown here. 


An advertisement for its own future uselessness, yet suitable for framing. 


Offset printed on uncoated stock, each poster measures 17 x 22 inches. 


$20 


WHILE SUPPLIES LAST 


To order call 1-800-944-9021 
or go to www.emigre.com 


WWW.EMIGRE.COM 


Typetease is an on-line typesetting tool that allows customers who are interested in buying Emigre fonts to first preview the fonts in 
various configurations. Typetease allows the customer to type in words or full sentences and view them in any Emigre font in large or 


small sizes. This way, the customer can quickly see how a particular word looks when set in a certain font. It is also possible to set a 


word or sentence in multiple fonts simultaneously in order to compare the look and feel of fonts. 


title at Western Carolina University in February 1999. The exhibitio: 


audio and video projects by artists/designers Marion Delhees, Elliott Peter Ear ™ 


Peco Macca aunie Havecck Makai and Biotec unseat mel a 


FREE DOWNLOAD! 
APOLLO PROGRAM SAMPLE TRACK 
FROM THE CD “THROWING APPLES AT THE SUN” 
PLAYING TIME 2:15, 4.7 MB 


www.emigre.com 
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SPECIAL OFFER FROM EMIGRE 
THE APOLLO PROGRAM POSTER SET 
Four posters designed by Elliott Peter Earls. 
Set includes , The Conversion of Saint. Paul, Dysphasia, Painfully Boxing Gabriel, and The Cathode 
Kingdom and the Focal Length of Fame posters, shown here. 


Offset printed on uncoated stock, each poster measures 17 x 22 inches. Shipped folded. 


$15 


WHILE SUPPLIES LAST 
To order call 1.800.944.9021 or go to www.emigre.com 


BOOKS 


BY DESIGNERS, FOR DESIGNERS 


EMIGRE (EXHIBITION CATALOG) 

Edited and designed by Emigre. Published by Drukkerij Rosbeek bv. 

In February 1998 Emigre received the Charles Nypels Award, an award which 
is assigned once every two years to an individual or institution that has 
made significant innovations in the area of typography. On the occassion of 
this event an exhibition of the work of Emigre was held at the Jan van Eyck 
Academy in Maastricht, Holland, and an accompanying catalog was 
published and printed by Drukkerij Rosbeek by. The catalog, which was 
designed and compiled by Emigre, features essays by Rick Poynor and 
Lorraine Wild, a selection of quotes from back issues, as well as samples of 
Emigre’s layouts and typefaces. 

72 Pages, 7.75 x 7.75 inches, softcover with flaps, perfect bound. 

$20.00 


EMIGRE (THE BOOK): GRAPHIC DESIGN INTO THE DIGITAL REALM 
Edited and designed by Emigre. Published by Van Nostrand Reinhold. 

In 1984 Emigre magazine set out to explore the as-yet-untapped and 
uncharted possibilities of Macintosh-generated graphic design. Boldly 

new and different, Emigre broke rules, opened eyes and earned its creators, 
Rudy VanderLans and Zuzana Licko, cult status in the world of graphic 
design. 96 Pages, 11x 15 inches, softcover, over 300 illustrations, 

with commentary from Vanderlans and Licko. Essay by Mr. Keedy. 

Regular Edition: $24.95 

(2 item shipping rate). 

Deluxe Edition: $50.00 

(4 item shipping rate). 

The Deluxe Edition of the book is hand-signed by the authors and presented 
ina hand-made, cloth-covered slipcase. 

Deluxe edition also includes The Emigre Music Sampler No.3 CD 


EMIGRE MAGAZINE VOLUMES (#33-41 & 42-49) 

Published by Emigre. 

To celebrate the publication of its 50th issue Emigre put together 

100 case bound sets (2 volumes each) containing “The Small Issues Series,” 
Emigre 35 through 49. This collection of 17 issues gives a thorough and 
indepth overview of the heated debates that raged throughout graphic 
design in the 1990s. These are also the issues that have won Emigre 
inclusion in the very first |.D. Forty, the Chrysler Award for Innovation in 
Design, The AIGA Gold Medal Award, and the Charles Nypels Award for 
Excellence in Typography. 

This set includes the “collectors” issues Emigre 58 and 42 (Regular price 
$50 each), as well as the original type specimen booklets introducing 
Hypnopaedia and The Apollo Program Font set. 

For information about the content of each issue see The Emigre Catalog 
99.01 or go to www.emigre.com 

$148.00 per set (Regular magazine value $219.25) 


[tee] 
Four-Letter Word, or [****], is a magazine produced, designed, authored, 
and published by Thirstype. “FINK” is the second issue in a series of 
conceptual pop commentary that will focus on, look into, draw from, and 
fuck with, any and everything that captures the authors’ attention. Better 
yet, [****] will allow the reader to indulge in excessive production values 
‘and maximum rejuvenation of the self. 

Each edition will be limited to 1,000 copies. 

52 Pages, 8.5 x 12.25 inches, velour softcover with embossed bunny logo. 
$20.00 


THE GOOD LIFE [BLISS IN THE HILLS] 

A Thirst production. 

Written and designed by Rick Valicenti for the Friends of Gilbert. This lush 
book is meant as "a mid-life celebration of turning fortyfive, twenty-three 
years of marriage...and two years of working at home with family, friends, 
and the occasional glitch in the software.” The book is “starring his family 
and friends in the hood.” 24 Pages, 18 x 11.875 inches, softcover, including 
dye-cut transparent pages. Hand-signed by the creators. 

$350.00 


LOOKING CLOSER 2: CRITICAL WRITINGS ON GRAPHIC DESIGN 
Edited by Michael Bierut, William Drenttel, Steven Heller and DK Holland. 
Published by Allworth Press. Co-published with the AIGA. 

Looking Closer 2 addresses the issues that have sparked discourse and 
discord over the past two years. And like the first, the second volume serves 
as an ad hoc textbook of graphic design criticism. Featuring commentaries, 
manifestoes, reviews, editorials, and reportage by, among others, Robin 
Kinross, Tibor Kalman, Ellen Lupton, Katherine McCoy, Véronique Vienne, 
Zuzana Licko, Rick Poynor, J. Abbott Miller, Jon Wozencroft, Ellen Shapiro 
and Andrew Blauvelt. 272 Pages, 6.75 x 10 inches, softcover. 

$18.95 


PALM DESERT 
Published by Emigre 

Palm Desert is the first book of photographs by Emigre magazine creator 
Rudy VanderLans. It is based on the music and lyrics of Los Angeles-based 
composer Van Dyke Parks and pays tribute to both Parks and Southern 
California. Somewhere between fact, fantasy and fiction, this book 
visualizes the environment evoked in Parks’s 1968 composition "Palm 
Desert,” and echoes his creative approach of blending classical, historical, 
vernacular and environmental themes. The result is a mix of fan’s tribute, 
documentary photography, impressionism, and experimental music review. 
With essays by Brian Schorn and Kenneth FitzGerald. 

The book also includes a bonus music CD containing the original track 
"Palm Desert” by Van Dyke Parks, as well as three adaptations by Emigre 
recording artists Itchy Pet, Honey Barbara, and Elliott Peter Earls. 

Playing time 21 minutes. 

96 pages, 5.5.x 8.5 inches, 75 full color and duotone photographs, cloth 
cover with blind emboss, case bound, with a CD attached in the back. 
$24.95 


PAUL RAND: AMERICAN MODERNIST 
By Jessica Helfand. Published by William Drenttel New York. 

This book contains two long critical essays on Paul Rand, arguably the most 
celebrated American graphic designer of this century. Helfand explores 
Rand's particular form of modernism and his role in creating the new visual 
language which revolutionized American design as both an art and a 
business. Helfand offers fresh insights into Rand’s passionate interests in 
the European avant-garde, his seminal influence on American design 
education, and the enduring relevance of his work for American 
corporations, most notably for IBM. This is the first book on Rand since his 
death in 1996, and brings to light fascinating contradictions that make his 
legacy all the more distinctive. Designed by William Drenttel and Jeffrey 
Tyson. Set in Filosofia. 86 Pages, 4.5.x 7 inches, paperback in dust jacket 
$12.00 


RUST BELT 

Composed and Recorded by Orangeflux: Kristina Meyer and Matt Fey. 

Rust Belt is graphic music; an expression of lyrics, harmonies and rhythms 
composed with type. Each of the fourteen tracks found on Rust Belt use 
typefaces created by Orangeflux to complement and communicate lyrical 
content. Instruments ranged from the classical (ink pen, letter- press, 
lead rubbings, and rubber stamps) to the more modern (computer, copier, 
scanner and laser printer). Guest artists include, Steve Gariepy, Patrick 
Dorey, Sam Meyer and Allen Parmele. Limited signed and numbered 
edition. Only 468 copies pressed. The 24 page, visual recording is offset 
pressed in one color, slipped into a die-cut dust cover, and placed ina 
12x12 inch letterpressed, gatefold sleeve. Also included is a 12x36 inch, 
2-sided, 2-color poster. 

$30.00 


AND SHE TOLD 2 FRIENDS 
Edited & designed by Kali Nikitas. 

This catalog documents an exhibit held at Woman Made Gallery in Chicago, 
Mlinois, in June 1996. And She Told 2 Friends celebrates the female network 
that exists within the global design community and seeks to acknowledge 
the link between contributions made by women and the support and 
admiration that exists among them. By inviting two women to submit work 
and asking each one to do the same, and so on, this exhibit curated itself. 
Each designer chose their own submission, and provided the text 
‘accompanying their work together with their reasons for inviting their two 
“friends.” Includes work by Barbara Glauber, Rebeca Méndez, Denise 
Gonzales Crisp, Ellen Lupton, Robynne Raye, Lorraine Wild and others. 

44 Pages, 9.25 x 13.125 inches, softcover, perfect bound. 

$9.95 


SIX ESSAYS (+2) ON DESIGN AND NEW MEDIA 

By Jessica Helfand. Published by William Drenttel New York. 

Jessica Helfand is a designer who writes frequently about the impact of 
technology on the design professions. These essays, published in an earlier 
form in Print magazine in 1994 and 1995, examine the impact of design on 
information technologies, including the role of typography in screen-based 
media, the function of identity in on-line environments, and the 
questionable legacy of desktop metaphors in interaction design. Her 
overriding concern is that the race to provide information on-line neglects 
the experience ~ the drama, the emotions, the human connections ~ in 
short, the editorial content. 

76 Pages, 4.5.x 7 inches, softcover. 

$12.00 
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BOOKS & MULTI-MEDIA 


BY DESIGNERS, FOR DESIGNERS 


CHEW ON IT: NEW GENRE HYBRID LANGUAGE 

Edited by Jon Jicha and Deborah Littlejohn 

Designed by Deborah Littlejohn 

Chew On It: New Genre Hybrid Language is the result of documentation, 
writing, and re-presentation of elements within an exhibition baring the 
same title at Western Carolina University in February 1999. The exhibition 
featured digital audio and video works by artists/designers Marion Dethees, 
Elliott Peter Earls, P. Scott Makela, Laurie Haycock-Makela, and Piotr 
Szhalski. These artists were invited because of their inherent interest in 
developing new connections between language, content, and culture. The 
publication extends this examination of language and the connections 
between traditional ranges of media information, and our associations with 
these new technological forms. 

Essay by Jon Jicha and Deborah Littlejohn. Interview with Piotr Szhalski. 

52 pages, 8.25 x 10.75 inches, over 100 illustrations, 36 in color, softcover. 
$15.00 


NEW! 

SOUL DESIGN 

Works by 18 Graphic Designers 

Curated and produced by Kali Nikitas 

This exhibition and catalog gave designers, who are often restricted by 
client obligation, creative freedom and the opportunity to use their skills to 
communicate something rooted in their own history. Eighteen graphic 
designers were invited to submit one project-specific piece celebrating 
someone who has had a profound and meaningful effect on their life 
Includes work by Allen Hori, Gail Swanlund, Jan Jancourt, Mike Kippenhan, 
Sara Cambridge and others, as well as essays by Arthur Redman and 

Rob Dewey. 

40 pages, 11 x 17 inches, paperback. 

$15.00 


50 QUESTIONS 50 ANSWERS 

Published by 124/3 

This booklet was published on the occasion of “Emigre in Istanbul: An 
Exhibition of Typographic Design.” Featuring a lenghty interview with 
Emigre’s Rudy VanderLans presented in both Turkish and English. Produced 
and designed by Turkish designer Esen Karol. 

48 pages, 5.75 x 7.875 inches, paperback in dust jacket. 

$12.00 


MULTI-MEDIA 


AUDIOAFTERBIRTH 

Addictions+Meditations 

Music and video by P. Scott Makela and,Laurie Haycock. 
D $15.00 


THE APOLLO PROGRAM 

Throwing Apples at the Sun 

Integrated composition of sound, images, poetry and QuickTime movies. 
Includes 11 fonts. 

Designed and produced by Elliott Peter Earls at The Apollo Program. 

CD (Macintosh format only) $20.00 

Be sure to ask for a free copy of Throwing Apples at the Sun with any order 
of $300 or more. 


THE CODEX SERIES (NO.1) 

Narrative exploration beyond the book 

Somewhere between a compilation CD and a digital fanzine, The Codex 
Series is a laboratory that explores the digital medium through narrative, 
design and the interactive. Issue Number One features the work of Josh Ulm, 
Tree Axis, Orangeflux and Volumeone. “Flashcards” explaining each 
project’s intention and a mini poster are included with each issue. 

CD (Macintosh format only) $12.00 
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COMPACT DISKS & CASSETTES 


AUDIOAFTERBIRTH 

Commbine 

“Wow! Where did this dise come from? This doesn’t sound like starter stuff; 
destabilizing the grid, jerking the digital clock, Mr. Makela knows how to 
control the machine by softening those quantized tracks.” 

Industrial Strength Magazine 

"Audioafterbirth is a winning blend of industrial hip-hop, funky bass, and 
memorable tunes. Imagine an otherworldly mix of Nine Inch Nails, Bootsy, 
and Cole Porter. In-your-face technology and r&b rarely sound this good 
together.” City Paper, Baltimore 

“Complicated pulsating rhythms for the industrial head who wants to play 
with something hard, raw and exciting, like vibrating industrial fluxed 
electro-vocals. With a slow, digging bump and grind, this dishes out nasty 
stuff such as backwards tape vocals and areal tough bass kick. These 
dangerous musicians chop up and serve you your ears like the best of them. 
Industrial Nation 

"AudioAfterBirth succeeds best at its basest level — this album rocks. These 
songs are terrifying examples of what can happen when you allow a pair of 
naughty punkers with a P-Funk sensibility complete access to digital 
sampling equipment." Rockpool 

“Like a more hip-hop version of Captain Beefheart.” Option 


“Imagine if Trent Reznor lived in Minneapolis instead of Cleveland, was less 
angry, more obscure, and 4AD put out his record. Got it? Meet P. Scott 
Makela and AudioAfterBirth’s debut, Commbine.” Trip 

CD $10.00 Cassette $5.00 


BASEHEAD 

Play With Toys 

"Michael Ivey’s fragile melodies and quavering vocals create a quiet 
sadness that’s never been heard in rap before; the result is one of the 
bleakest expressions of African-American angst since Sly and the Family 
Stone’s ‘There’s a Riot Goin On.’” Details 

“Play With Toys sounds like it was recorded with only a fistful of dollars and 
a 40-ounce, rendering sad the sonic grandeur of many high-budget 
blowhards.” Spin 

“Every once in a great while, a recording comes out of thin air, without the 
fanfare of hype, and simply blows our socks off. Truly the find of the year, 
Basehead inhabits a shadowy, damp alcove you'll want to curl up in again 
and again.” CMJ 

"Most arresting album of '91.” Pulse 

“This is hip-hop wiping the rules of identity off the chalkboard and loading 
up a new program. For me, that’s the best that pop music can offer.” 

The Village Voice 

“Play With Toys is a concept album that ties rock, funk, blues and honky- 
tonk to rap, presenting a cut-and-paste style that should make many 
citizens of the now formula-oriented hip-hop nation blush.” Rolling Stone 
Cassette $5.00 


BINARY RACE 

Fits and Starts 

"By way of description, imagine a more accessible Negativeland with the 
production skills of Trevor Horn. In other words it’s very danceable, tricky, 
smart and superbly recorded. All tracks are recommended, but you may 
want to start with ‘Ready’, ‘Say’ and the Yoko Ono meets the Art Of Noise 
terror of ‘No Can Do.’” Hard Report 

"This is a fine album, being at once innovative yet accessible, much like Art 
of Noise.” Alternative Press 

"Binary Race’s Tom Ware produces a delightful change of electronic musical 
direction that melds the best features of Kraftwerk, 808 State and 
Einsturzende Neubauten with a musical sense of levity that keeps the entire 
project light. You can imagine all of the comparisons individually, but 
please scope these concurrently. An individual achievement that deserves 
attention from electronic music freaks and anyone who enjoys innovation.” 
Rockpool 

CD $10.00 Cassette $5.00 


RAY CARMEN 

Nothing Personal 

"Charming poppy songs which are quite clever with delightful bridges, hooks 
and riffs. Actually, this is quite brilliant, and a great break,” 

ND Magazine 

"A most welcome surprise. It’s kind of nice and a welcome change of pace to 
see and hear somebody out there keeping power pop alive and well.” 
Loafing the Donkey 

“This is a refreshing taste of glimmering pop gems, seamlessly crafted, 
performed by an artist who obviously loves the pop form.” Gajoob 

CD $10.00 Cassette $5.00 


Fact TwentyTwo 
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MUSIC 


COMPACT DISKS & CASSETTES 


EVERY GOOD BOY 

Social Graces 

"Unlike too many musicians with a point to make, Every Good Boy puts as 
much, maybe more, faith in their music as in their lyrics, and that makes a 
big difference. You have to admire a band nobody's heard of that writes a 
no-sell-out song; you end up liking them when you discover that you're 
singing along.” Option 

“Every Good Boy deliver a packet of seemingly simple music that emotes 
complex moods. In a way, you could draw comparisons all day with Every 
Good Boy, but the end result would look like a who’s who list of 
progressive/avant music. It's probably best to simply say this is a one-of- 
a-kind disc for the musically adventurous. Social Graces isn’t afraid to 
venture where others stray. Dig the new breed.” Illinois Entertainer 
“Every Good Bay takes pop music, slows it down to the pace of the Twin 
Peaks soundtrack, and ads enough twists to each song to give this CD an 
almost eerie feeling, almost as if Rod Serling had engineered this CD.” 
Alternative Press 

“This is a very quiet album for all its many instruments; there's a well 
thought-out atmosphere that is calm and intelligent.” The Splatter Effect 
CD $10.00 Cassette $5.00 


EVERY GOOD BOY 

Baling Wire & Bubblegum 

“Every Good Boy are anomalous to every decade in recent memory, but the 
band’s frighteningly well-developed sense of style and panache with 
arrangements have a fearless ambition, reconciling the late-70s schism 
between punk/indie raw emotion and grander, more ‘commercial’ 
productions.” CM 

"Where many a Manchester band has failed, Every Good Boy has derived a 
perfect archival sense of what the 70s psychedelic sound was all about. 
Baling Wire & Bubblegum speaks to this 70s dementia without being the 
least bit nostalgic.” Alternative Press 

(CD $10.00 Cassette $5.00 


FACT TWENTYTWO 

Energy, Work & Power 

"Energy, Work & Power is a very strong album. Fact Twenty-Two has a 
distinct and undeniable similarity to Depeche Mode, both in synthesizer and 
lyrical style, but with an American twist. Probably the best example of 
weirdness derived from normalcy is ‘Mood Ring,’ which starts with a 
startling, sampled ‘Hello!’ and proceeds with the sound of a squeaky swing 
set. This is one of four excellent instrumentals on this versatile, danceable 
recording.” Alternative Press 

“Fact TwentyTwo sounds like Depeche Mode-style electropop slamming into 
awall of rusty factory parts and shortwave radios.” Pulse 

cb $10.00 


FACT TWENTYTWO 

The Biographic Humm 

“James Towning is a maverick in his genre, and hopefully The Biographic 
Humm will cause a few ripples.” Rockpool 

“Rarely resorting to a monolithic drum track and never bolstering the songs 
with blatant ego gestures, the wizard behind Fact TwentyTwo’s controls 
‘employs common mechanical gadgetry with an unshakable eccentricity that 
distinguishes this release from all the automatons, poseurs and techno- 
terrorists.” CMJ 

"Sparse, intelligent, sampled keyboard arrangements; and a suave Paddy 
McAloon-ish vocal caress ina modest, post-paranoid, nuclear-free 
dystopia peopled with tales of shrinking men, sleepwalkers, citizens Kafka 
and Joe, and the most important man in the world.” Op 
Cassette $5.00 


HONEY BARBARA 

FeedLotLoopHole 

"J used to think the best thing to come out of San Antonio aside from Flaco 
Jimenez and the Butthole Surfers was Interstate 35 North, which is a 
straight shot at Austin and the promised land. But hey, here comes this 
really odd band called Honey Barbara.” Puncture 

“if you want to expand yer borders, this is the place to start.” 

Loafing the Donkey 

“Honey Barbara are two, Texan guitarist/bassist/keyboardists who like to 
swap instruments, stand in front of drum machines and spin an updated, 
many-layered form of southwestern cactus music. It would ne nice if there 
was a place in rock’n’rall future for southwestern eccentrics.” 

The Splatter Effect 

"Whatever they sound like, I’ll be damned if | can come up with even one 
comparison! Honey Barbara sound like, well, Honey Barbara. Now that’s 
saying something.” Baby Sue Music Review 

"You just might love Honey Barbara if you want some really quirky stuff to 
sink your brain into. The honey of FeedLotLoopHole isn’t sweet. But it’s sure 
pretty tasty.” B-Side 

Cassette $5.00 


ocence at Will 


DESIGN IS 
A GOOD IDEA 


STEPHEN SHEEHAN 

Innocence at Will 

“It's about time his innovative work is available in the U.S.” 

The Hard Report 

“There's a decidedly European twist to Sheehan's stylings as he admits to 
the following influences: the Cure, Joy Division, Eno and Blue Nile, as well 
as 4AD artists like Dead Can Dance.” Alternative Press 

"find this album brilliant.” Manifesto 

cp $10.00 


SUPERCOLLIDER 

Supercollider 

"This unit achieves a hypnotic mixture of aggression and restraint, the 
sparse and the lush that recalls minimalist composers at their most vital.” 
Rockpool 

“Supercollider’s debut is a coolly studied practice of sophistication and 
orchestral self-containment.” CMJ 

"Because of their grunge-like name and their utter dissimilarity to that 
type of sound, Supercollider is a refreshing foray into a more cerebral type 
of Nirvana. Perhaps an acquired taste, but the quirkiness ultimately 
rewards." Throttle 

"There are no catchy choruses on this tape, and no crashing crescendos, 
either. Oh so calmly, | turn on the boombox and let out a quiet whoop of 
enjoyment.” File 13 

CD $10.00 Cassette $5.00 


SUPERCOLLIDER 
Dual 

“Starkly beautiful guitar ‘n’ drum clang, over which world-weary vocals 

1a (a John Cale lie down nicely. . . all of which add up to one of the sweeter 
discs to cross this desk recently.” Pulse 

“Musically and lyrically, it’s sparse and often discordant, always 
minimalist, and never boring. Dual is a shifting string of moods, all some- 
what peaceful and subtly different. Quite an experience.” INK 
"Supercollider do indeed forge a new musical nomenclature, but in the 
name of innovation. Dual is a shard of porcelain removed from Sonic Youth’s 
Bad Moon Rising, yet it creates a hypnotic mood throughout the album much 
like Galaxy 500's On Fire.” Alternative Press 

"They sound to me like a band made up of Phillip Glass, Steve Reich and the 
singer from the Blue Nile with Thurston Moore from Sonic Youth producing 
and adding an occasional overdub. This is pop music, but it really stretches 
the boundaries a bit.” Heckler 

“The duo’s minor-key monochromatic throbs and strums are laid out like a 
single curve plotted on a graph, admirable in its cleanliness and scientific 
in its fluctuations. Its absolute, unrelenting insistence on sterility and its 
scientific use of synthesized minimalism creates sculptured, concrete 
tones, the vocals imparting a sense of existential melancholy, setting it 


‘apart from the kitschiness of modern ambient grooves, as well as its new- 
wavey predecessors.” CMJ 

“This is mood music, pure and not so simple.” Grey City Journal 

"To my own taste, it’s one of the best records of the past year, but it may be 
a bit hard to digest for the faint of heart or everyday rack’n’roller. Some 
may find Supercollider a fitting substitute for Joy Division, but, frankly, | 
find them quite worthy in their own right.” The Splatter Effect 

CD $10.00 Cassette $5.00 
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$5.00 (Be sure to ask fora Free "F.0.P.” Mousepad with any order of 


300 or more!) 


DESIGN IS A GOOD IDEA 
Mousepad. 
$5.95 


This issue of Emigre magazine is printed on New Leaf Paper. 
Cover pages are Reincarnation Matte 100* Text. 

Text pages are Reincarnation Matte 60* Text. Both papers 
are 100% recycled with 50% post-consumer waste, 
processed chlorine-free. 


By using 21,4,50 pounds of Reincarnation Matte, Emigre is 
saving 182 full grown trees; 64,350 gallons of water; 43,973 
kilowatt hours (enough to power an average home for over 
5 years); and 64.4, pounds of air pollution effluents. 


New Leaf Paper has North America’s most environmentally 
sound recycled and chlorine free papers — commodity and 
fine, coated and uncoated. 


Phone: 1 (888) 989 5323 
Fax: 1 (415) 291 9353 
Email: info@newleafpaper.com 


Web: www.newleafpaper.com 


NEW LEAF 


PAPER 


EMIGRE FONTS LIBRARY 


The Apollo 
Program 
Font Set 

$149 


Arbitrary 
$65 


Backspacer 
$59 


Base-12 Sans 
$95 


Base-12 Serif 
$95 


Base 
Monospace Narrow 
$95 


Base 
Monospace Wide 
$95 


Big Cheese 
$59 


See under “Elliott's” 


Sans Regular 
Sans Bold 


©2009 
6.00-00G 


Regular & SMALL Caps 
Bold & Sma Caps 
Italic & SMALL CAPS 
Italic Bold & Smatt Caps 


Regular & SMALL Caps 
Bold & Smarz Caps 
Italic & SMALL Caps 
Italic Bold & Smart C 


Regular & SMaLt Cap 
Bold & SMaLt Caps 
Italic & SMALL Caps 
Italic Bold & SMALL C 


Thin 

Regular 

Bold 

Italic Thin 
Italic Regular 
Italic Bold 


Thin 

Regular 

Bold 

Italic Thin 
Italic Regular 
Italic Bold 


BB! Ly KP res itustrations 


c 


D 


Blockhead 
Alphabet 
$65 


Blockhead 
Illustrations 
$59 


Brothers 
$95 


Cholla Sans 
$95 


Cholla Slab 
$95 


Cholla Wide 
$95 


Citizen 
$65 


Council 
365 


Dead History 
965 


Democratica 
$65 


Dogma 
$95 
Black Face 
Unplugged 
Dogma 
$59 
Fe) BB BB 572 inustrations 
E Elektrix 
$65 
Regular + Alternates 
Super Slant + Alternates 
BOLD + ALTERNATES Elliott's 


$149 
ESD JM Wi 87 word logos & elements 


Sans Thin 
Sans Regular 
Sans Italic 
Sans Bold 


Slab Thin 
Slab Regular 
Slab Oblique 
Slab Bold 


Emigre 
$65 


Wide 

W1beE SMALL Cars 
unicase 
LigaTures 


Emperor 
$65 


Light 
Bold 


Exocet 
$65 


RecutAR 
AND THE § 8 6 BB 152 word ogos 


FellaParts 
$59 


| 
Roman 
Bold 


Filosofia 
$95 


regular 


Bold 


Bold 
Script Bold 
Black 


Owtline 
Gaxtra Outline 


Light 
Bold! 


Blue Gye Sado 
dtgeay 
Propshadow 


subLusatiou. parma 


Typhoid Mary 30 dark 
Venus Dioxide 


Venus Dioxide Outhine 


Eight 
Ten 
Fourteen 


Fifteen 


Eight 
Ten 


fifteen 
Hineteen 


LIGH+ 
HEAVY 


&F ic} t 170 illustrations 


Regular 
Italic 
Bold 


Smatt Caps & Fractions 


EMIGRE FONTS LIBRARY (‘o*tTinveo 


pl 


Filosofia Grand 
$95 


Hypnopaedia 
$59 


Journal 
$95 


Journal 
965 


Journal 
$65 


Mason Sans 
$95 


Mason Serif 
$95 


Matrix 
$95 


Matrix 
$95 


Grand & GRAND Caps 
Grand Bold 


Matrix 
$65 


unicase 

Gg 8 ww 140 patterns Matrix 
$95 

Text 

Italic 

Ultra Matrix 
$65 

Bold 

Ultra Bold Missionary 
$95 

Sm Caps & FRACTIONS TEXT Modula 
$95 

Sm Caps & FRACTIONS ITALIC 

Sm Capss FRAcTULTRA 

Sans Regular Modula 
$95 

Sans Bold 

Light 

Bold Modula Round 
$65 

REGULAR G SUPER Lanne a) 


Modula Round 
965 


ALTERNATE & SUPER. 
Boip & SUPER 


Bop ALTERNATE & SUPER. 


Modula 
$59 


REGULARG SUPER 
ALTERMATE & SUPER 


BoLp & SUPER 


ALTERNATE & SUPER Motion 
$65 

Book Pant be 

Regular Mrs Eaves 
$95 

Bold 

Script Book 

Script Regular 

Script Bold 


SMALL Caps & FRACTIONS BOOK Mrs Eaves 


$95 
SMALL CAPS & FRACTIONS REG 


SMALL CaPs & FRACTIONS BO 


Extra Bold 
Narrow 
wide 


Inline Extra Bold 
Inline Script 


Not Caslon 
$65 


iseLon ne 
Regular a 
Bold 

Black 

Serif Regular Oblong 
Serif Bold i 
Serif Black 


Ottomat 
$95 


Sans & Smaut Caps 
Sans Black & Smaut Caps 


OutWest 
$65 


Serif & matt Caps 
Serif Black € Smaut Caps 
Serif Ultra 6 Smau Caps 


(wind Sau aes 
Hibbed 


Platelet 
$95 


Lyiget 


Bcba 
Quartet 
$65 
Roman 
Italic 
Bold Quartet 


365 
SMALL Caps & FRACTION 


Perirr Cars 


Smart Ligatures Roman 
Smart Ligatures Italic 


Smart Ligatures Bold 


retire oe 
REGULAR 
BOLD 
ERLIBE 
OUTLINE! 


Not GAS a/2 


SIX 
Eight 
Ten 


fifteen 


Regular 
Told 


Book 
Italic 
Bold 


Dark 


Hai fvii 


Water 


moty 


Thin 
regular 
Heavy 


Regular 
Bold 


Sm Caps & Fract REG 
Sm Caps & Fracr Bortp 


EMIGRE FONTS LIBRARY 


R Remedy Sirigle 
* Double 
Single Lxtyras 
Double £xt7ras 
fis sabbath Black Regular 
* heavy 
senacor | Thin 
Denti 
Illtra 


soue  SeHpt Light & BitrosO 
 Seeipt Bold & ExtvasO 


; Light 
Bold 


Suburban 
$65 


vou MATRK 
* Tdula 


Senator 


Narrow 
Italic 
Bold 

Bold Italic 
Tarzana Wide 
Italic 
Bold 

Bold Italic 


Tringber BP GQ CN Gp rr uustracions 
eas & a 


Template Gothic 
365 


Regular 
Bold 


Totally Gothic 
TOTALLY GLYPHIC 


Totally 
$65 


CONTINUED 


Triplex 
$95 


Triplex 
$95 


Triplex 
$98 


Triplex 
$65 


Triplex 


Universal 
$59 


Variex 
$95 


Vendetta 
$95 


Vendetta 
$95 


Whirligig 
$59 


ZeitGuys 
$59 


: LICENSING 
Light Edaheminre tentto cuter f 
Bold ‘ : 
ExtraBold : 
Serif Light 
Serif Bold a grescom/euLetml . 
Serif Extra Bold EMIGRE FONT DESIGNERS 
Italic Light re 
Italic Bold 
a EEE eSTE Por Andresen P Scot Moet 
eestiae bomen ieee 
Condensed Regular ee peer 
Condensed Black eo Miles New 
Peart Aneta 
Be aban : 
Condensed Serif Regular wees eee iia 
Condensed Serif Black pens ss iron 
Eight 


Elliott Peter Earls 


Nineteen 


Bigfsis Edward Fella 

reguLar # 

bold etre Regerent 
Frank Heine 

oe es 

Light Italic Blestics 


Keeds 
LIGHT SM CAPS & FRAC Hauser 


Zuzana Licko 


LiGHT PETITE CAPs g 5 
Bold 


Medium 
Medium Italic 
MEDIUM SM CAPS & FR 


MEDIUM PETITE Caps 
Bold 


FA FEE By 152 ase 
¢ = & kA 126 illustrations 


Orders received b} andard time are shipped 


the same day. Fonts can be downloaded 24 hours a day via 


the Emigre on-line ordering system 


ORDER ON-LINE 
HTTP://WWW. EMIGRE.COM 


This is the most convenient way to order and you'll avoid font 
shipping costs. 

ORDER BY PHONE 
Charge your credit card or pay upon c.o.d. delivery; s 


shipping chart for details. Call 8-5 Pacific Standard time. 


PHONE: 916.451.4544 OR 
800.944.9021 WITHIN THE U.S.A. 


ORDER BY FAX 
Anytime 


FAX: 916.451.4351 


ORDER BY MAIL 


Enclose payment by check or cha 


checks must be payable through 


Mail to: 


EMIGRE, 4475 D STREET, 
SACRAMENTO, CA 95819, U.S.A. 


GIFT ORDERS 
Have an Emigre gift shipped directly to a friend. Simply fill 
out a separate form for each address on your gift list and 


Indicate that itis a gift. Wi ude a short me: 


if you specify 


INTERNET ACCESS 
HTTP://WWW. EMIGRE.COM 


At the Emigre web site you can preview samples of F 


well as full color images of Err 


gre magazine back issues, 


posters, and other projects. You can order all of these items 


on-line 24 hours a day. Fonts are available for immediate 
download and all other items are shipped the next business 
day. We provide a secure link for users with current versions 


of Netscape, AOL or Explorer browsers 


SINGLE FONT SALES 


Emigre now offers single font sales when ordering on: 


Price per single font: $39 


To order on-line, point your web browser to 


http://www.emigre.com 


Browse the Emigre site and find the font you'd like to order, 


select the appropriate farmat, then click the "Add to Order’ 


icon, This will take you to your shopping cart 


Copyright © 2000 Emigre, Inc. All rights res: 


ved, Trademarks: 


Emigre, Emigre Fonts, Arbitrary, Backspacer, Ba! 


Big Cheese 


Elliott's Blue Eye Shadow, Brothers, Cholla, Citizen, Council 


Dead History, Democratica, Dogma, Elektrix, Emperor, Emigre, 
Exocet, FellaParts, Filosofia, Hypnopaedia, Elliott's Jigsaw 
Dropshadow, Journal, Just Liga 


ures, Keedy, LigatureMaker 
Lunatix, Mason, Matrix, Missionary, Modula, Motion, Mrs Eaves 
Natly, Not Casion, Oakland, Oblong, Ottomat, OutWest 
Platelet, Quartet, Remedy, Sabbath Black, Senator, Smart 
Ugatures, Soda Script, Elliott's Subluxation Perma, Suburban 
Tarzana, Template Gothic, Totally Gothic, Triplex, Elliott's 
Thypoid Mary 3D, Universal, Vari 
Dioxide, Whirl 


Vendetta, Elliott's Venus 


eitGuys are Trademarks of Emigi 
PostScript is a trademark of Adobe Systems Inc., TrueType is 
a trademark of Apple Computer, In 


EMIGRE FONTS 
Please specify format: Mac PostScript, Mai 


MACINTOSH SYSTEM REQUIREMENTS 


TrueType, of PC. 


Any Macintosh computer running System 6.0.3 or later; both 


PostScript and TrueType Emigre Fonts are System 7 


compatible; TrueType requires System 7 or later. Each 


package includes NFNT Screen Fonts Files, Printer Files, AFM 
Files, and installation directions 

IBM SYSTEM REQUIREMENTS 
Any IBM / PC compatible running Windows 3.1 or Windows 95 


Emi nts are Windows 3.0 


mpatible with ATM (Adobe 


Type Manager 
and AFM Files with IBM installation directions 
FONT VOLUMES SAVE 15-30% 


ch package includes TrueType, PFB, PFM 


The Apollo Program Font Set $149 
Base-12 / Base-9 Volume $199 

Base Mono Narrow / Wide Volume $149 
Blockhead / Thingbat Volume $146 
Cholla Volume $199 


Filosofia Volume $149 
Modula Round Volume $254 
Tarzana Narraw/Wide Volume $159 


Vendetta Volume $179. 


For information about Font Volumes see 


EFoGV.htmi 


EMIGRE MAGAZINE 
U.S. 4-ISSUE SUBSCRIPTIONS 
FREE (To qualified people on the Emigre mailing list.) 
FOREIGN 4-ISSUE SUBSCRIPTIONS 
Canacie $18.00 / &\sewhere $29.00 
DELUXE 4-ISSUE SUBSCRIPTIONS “SPECIAL DELIVERY” 


Are your subscriber issues of Emigre magazine arriving in less 
than perfect condition? To receive each of your subscription 
issues in a cardboard envelope, please select the deluxe, 


special delivery subscription: Deluxe US $49.00 
nada $65.00; &\sewhere $73.00 
EMIGRE MAGAZINE BACK ISSUES 
Issues 21,22, 26, 28, 30- 
at the of $7.95 
A limited number of collectors issue 


starting ot $50.00 


39-41, and 43-50 are available 


over pr 


is available at prices 


BOOKS 
50 QUESTIONS 50 ANSWERS 
$12.00 } item shipping rate 
CHEW ON IT: NEW GENRE HYBRID LANGUAGE 
$15.00 1 com 
EMIGRE (EXHIBITION CATALOG) 
$20.00 1 item shipping rate 
EMIGRE (THE BOOK): GRAPHIC DESIGN INTO THE DIGITAL REALM 
Regular edition $24.95 2 item shipping rate. 


Ipping rate 


Deluxe edition $50.00 4 item shipping rate 
EMIGRE MAGAZINE VOLUMES (#33-41 & 42-49) 
$148,007 item shipping rate 
[+*#*], |ssue 
$20.00 1 
THE GOOD LIFE: BLISS IN THE HILLS 
$30.00 2 item shipping rate 
HYPNOPAEDIA BOOKLET 
$5.00 1 item shipping rate 
LOOKING CLOSER 2: CRITICAL WRITINGS ON GRAPHIC DESIGN 
$18.95 1 \tem shipping rate 
PALM DESERT 
$24.95 1 item shipping rate 
PAUL RAND: AMERICAN MODERNIST 
$12.00 1 item shipping rate 
RUST BELT 
$30.00 2 
AND SHE TOLD 2 FRIENDS 
$9.95 1 coms) 
SIX ESSAYS (+2) ON DESIGN AND NEW MEDIA 
Paperback edition $12.00 1 item shipping rate 
SOUL DESIGN 
$15.00 2 item shipping rate 


ak 


em shipping 


pping rate 


EMIGRE MUSIC 


Please see our on-line music offers, featuring the MUSIC 
VOLUME PACK of 10 releases + 4 posters; special prices 
available only when ordered on-line 
http://www.emigre.com/EMusic.htm| 


BALING WIRE & BUBBLE GUM Every Good Bo 
CD $10.00 Cassette $5.00 
THE BIOGRAPHIC HUMM Fact Twentytwo 
Cassette $5.00 (CD sold out 
COMMBINE AucioAfterBirth 
CD $10.00 Cossette $5.00 
DUAL Supercollider 
€D $10.00 Cossetve $5.00 
ENERGY WORK & POWER Fact TwentyTwo 
co $10.00 
FEEDLOTLOOPHOLE Honey Barbara 
Cassette $5.00 (CD sold out 
FITS & STARTS Binary Race 
€0 $10.00 Cassette $5.00 
INNOCENCE AT WILL Stephen St 
cb $10.00 
ITCHY PET 
CD in custom-made box (Only 500 boxed sets made.) $15.00 
MUSIC SAMPLER NO.3 
CD $9.95 (Deluxe version sold out.) 
MUSIC SAMPLER NO.2 
CD $9.95 (Deluxe version sold out.) 
NOTHING PERSONAL Ray Carmen 
£D $10.00 Cassette $5.00 
PLAY WITH TOYS Baschead 
Cassette $5.00 (CD sold out) 
SOCIAL GRACES Every Good Boy 
CD $10.00 Cassette $5.00 
SUPERCOLLIDER Suiperco\lider 
CD $10.00 Cosette $5.00 


MULTI-MEDIA 
THE CODEX SERIES NO.1 
CD-ROM document exploring the interactive 
cb $12.00 
ADDICTIONS + MEDITATIONS Auc\oAfterBirth 
12 Music tracks plus Mac format multi-media v 
THROWING APPLES AT THE SUN 
Multi-media CD including 11 fonts. $20.00 


ntash Format CD only 


Macintosh format CD enly, (Be sure to ask for a FREE copy o| 


the Apples CD with any order of $300 or more!) 


PAJAMAS 

HYPNOPADIA (Pajamas only) $45.00 5 \vem shipping rate 

HYPNOPADIA DELUXE (\nclucies pajamas, Hypnopeedic 
pattern font, plus booklet) $95.00 3 jtem shipping rate 


Please specify pajama size and fon! 


mat 


Only a few extra small sizes remaining! 


X-SMALL = men's shirt size 32, women's dress sizes 4-6. 
POSTCARDS 
THIS 12 


Twelve full-color cards by John Weber $12.00, 


POSTERS 
THE APOLLO PROGRAM'S “THROWING APPLES AT THE SUN” POSTER SET 
4 Posters $15.00 shipped folded 
BEATKIT POSTER SET 
3 Posters $20.00 shipped ina tube 
INDIVIDUAL POSTERS 
Any poster from th 
EMIGRE FONTS POSTER SET 
11 Posters $50.00 shippe 
EMIGRE MAGAZINE/MUSIC POSTER SET 
7 Posters $35.00 shipped in a tube 


low sets $8.00 shipped ina tube 


natube 


T-SHIRTS 
Please specify size. 
THE APOLLO PROGRAM-EMIGRE T-SHIRTS, |, X| $15.00 
EMIGRE HOUSE LOGO T-SHIRTS, \, |, X\ $17.00 
EMIGRE MUSIC T-SHIRT |, | $15.00 
EMIGRE SCRIPT LOGO T-SHIRTS, ™\, |, x. $15.00 
HAT T-SHIRT |. x. $15.00 
DESIGN IS A GOOD IDEA T-SHIAT S,\, |, Xi $15.00 


MOUSEPADS 
"FREE ONLINE PARKING” MOUSEPAD $5.00 (Se sure to. ask fora. 
Free “F.0.P.” Mousepad with any order of $300 or more!) 


"DESIGN IS A GOOD IDEA” MOUSEPAD $3.95 


SAMPLER BAG 


A collection of Emigre goodies $15.00 1 item shipping rate 


ORDER FORM 


ITEM DESCRIPTION: specify size or format if applicable SHIPPING RATE CHART 
Count the number of items in your order; then see the chart below. 


| B00KS: see book price list for shipping rates. 
FONTS: count as one item, regardless of the number of fonts or packages. 
| music: count as one item, regardless of the number of CD's or Cassettes. 
POSTERS: count asa Ist item, regardless of the number of posters. We 
recommend that you pay for Express, Two Day or Overnight shipping to 
avoid receiving damaged posters, Posters are shipped in a tube. 
MAGAZINES, T-SHIRTS, ETC.: count each piece as a separate item. 
COD: add $5.00 for COD delivery; available only within the US. 


Paneer 
USA SHIPPING isriem | EACH ADD’L ITEM 
USA - economy 1-2 weeks $03.50 | «$0.50 
USA - express Two day; continentalUs |$06.00 | + $1.00 
USA- express Overnight; by 3:00pm  |$15.00 | + $1.00 
USA express Overnight; by 10:30am |$19.00 | + $1.00 
USA- express Sat. delivery; afternoon | $29.00 + $1.00 
FOREIGN SHIPPING FONTS/MuSIC | 1STITEM | EACH ADD’L ITEM 
Canada- economy 2-5 wks| $07.00 | $09.00 | + $2.00 
Canada -express2-4days|$z1.00 |s23.00 | +$5.00 

IF YOU ARE ORDERING FONTS: | 

Please specify the number of printers and Bebe sprpeacnie (eam Iiccanar Nleacen 


CPUs at your location. (economy is not available) 


Each Emigre font is automatically licensed 
BIR BrInteCW en a CRU as Ton Seite SUBTOTAL: add prices of all tems Europe - economy 2-5 wks | $ 11.00 $17.00 +$ 6.00 


eee aL an hy ee RTT Europe - express 2-4 days | $ 23,00 $29.00 + $6.00 


s@emigre.com fora price. 
_———— SALES TAX: 7.75 % if shipped to California 


Elsewhere - econ. 2-Swks | $12.00 +$7.00 | | 
Re = efpanters Economy| Elsewhere - expr. 2-4 days | $ 24.00 +$7.00 
ee —4 SHIPPING: see rate chart on right 
Please specify your format Express | 
ORDER BY FAX TOLL FREE Australia | 1.800.12,1937 | 
Mac PostScript Type 1 emai | FROM OVERSEAS! Belgium 0800.9594 | 
ATM & System 7 and 8 Compatible Fonts | You can now fax orders from your Denmark | 8001.67.44 
country directly to Emigre toll free, England 0800.960.248 
Mac TrueType 24 hours a day! Finland 0,800.158619 
Requires System 7 or 8 France 0-800:910271 
THIS ORDER IS A GIFT! Germany | 0130.8.13121 | 
eae Please fill out a separate form for each address on your HongKong | 800.96,3540 
Roquitze windows gift list; provide the recipient's address in the Hungary | 00.800.12480 
"Delivery Address” space Ireland 1.800.55.6380 
italy 1678.78746 
All checks must be made out to Emigre and made payable through a US bank in US dollars Japan 0051.125206 
re) Netherlands | 06.022.1364 


S. Africa 0800,992282 


= ia Singapore | 800.1201575 | | 
| Expiration Date Sweden | 020,79,1220 
Cardholder's signature: | 


Switzerland | 0.800,89.9635 
ee 

MAILING LIST ALERT! 

Please help keep the Emigre mailing list lean and mean; contact us to 
Cardholder's name as it appears on the card: be removed from our list, to remove duplicate address entries, to change 
your address, or to add a friend to the list 
Email: sales@emigre.com 


Please provide your customer ID number: | | Phone: 800,944-2021 
- Hall ees | Fax: 916.451.4351 
Emigre does not sell or trade its mailing list. 
oO New customer z 
———— 
Prices and availability subject to change without notice; this form is 
DELIVERY ADDRESS: no shipping to P.O. Bax addresses; please print clearly effective February 6, 2000 
—— — 
Name and company. euro 


Starting with the 1999 releases, the Euro symbol will be included in the 
: Emigre character set. Existing Emigre Fonts will be updated with the Euro 


dances melidne eu recnanarmne taliban THe AneR eacress © symbol when we update to OpenType format. 
jniehaimeantine, érmigve Wofferine-spectal fant contarnlag 47 Eure 


symbols; available for free to cur customers in Mac PS Type 1, MacTrue- | 


Type and Windows formats, The Emigre Euro font contains Euro symbols 
City, state, zip or postal code, and country: ‘ype and Wind: ts. T igre Euro font contains Euro symbol 


that correspond to the following typefaces: Arbitrary Sans Regular 


& Bold; Backspacer Round & Square; Base 9 Regular & Bold; Filosofia 


Regular, Bold & Italic; Journal Text, Italic & Ultra; Matrix Book, Regular & 
Bold; Motion Light & Bold; Mrs Eaves Roman, Italic & Bold; Remedy Single, 
Single Extras, Double & Double Extras; Template Gothic Regular & Bold; 


Phone number, including area code 


Tarzana Narrow Regular, Italic, Bold & Bold Italic; Tarzana Wide Regular 
Italic, Bold & Bold Italic; Triplex Sans Light, Bold & Extrabold; Elliotts Blue 


EyeShadow, Jigsaw Dropshadow, Subluxation Perma, Typhpoid Mary 5D 


Email address (Receive updates electronically.) 


Light, Typhpoid Mary 3D Dark, Venus Dioxide & Venus Dioxide Outlined 
BILLING ADDRESS (if different from delivery address). Required for credit card orders, Emperor Eight; Oakland Eight & Fifteen 


Address, including suite or apartment number: FREE FONT DOWNLOAD 
Registered customers can download the Emigre Euro font for free at 


http://www.emigre.com/Euro.html 


Coypatatelip oppertalicade: and county, (The regular price for the Emigre Euro font is $59.) 
Or, you can mail or fax us the font registration form along with the 


purchase receipt 


Kalle Lasn, editor of Adbu 


srs magazine, argues that America is no longer a country, but a multitrillion-dollar brand 
In America™, the princi 


les of freedom and democracy have been swamped by the cult of celebrity and the saturation 


marketing of companies like McDonald's, Nike and F 


p Morris. The brands, products, fashions and entertainments 


the spectacles that surround the production of culture — are our cul 


ture now. Only by “uncooling” these icons and 


ymbols, by organizing resistance against the power trust that manages the brands, can America reassert itself 


The second American revolution is underway and Kalle Lasn 


is one of its Tom Paines. of predecessors like Thoreau and Huxley. 


— Vicki Robin, Co-Author of Your Money or Your Life — Kirkus Review 
A brilliant and essential survival manual for our species. This is one very cool book and one very cool idea, 
— David Korten, Author of The Post-Corporate World: — Esquire Magazine 


Life After Capitalism 


In bookstores (Hardcover, William Morrow, 1999). To order call 1-800-663-1243 or order online at www.adbusters.org. 


An eloquent manifesto of anti-commercialism worthy 


LIKELIHOOD 


STORY BY LOIS MAFFEO 


Watching the gas gauge drift down below its last quarter, the slow bloom of 
anxiety begins. There is a strong likelihood that I will run out of gas before 
Yuma. According to the map, there isn’t anything between El Centro and 
the Arizona border, but maybe I'll make it. The worst that could happen is 
that I'll be stranded along the Interstate holding up a piece of cardboard 
with “Cell phone?” scrawled upon it in lipstick. I keep driving. 

There are a lot of variables that affect mileage. Optimal gas efficiency can 

be achieved by the following: properly filled tires, use of a high-octane fuel, 
a well maintained engine, packing light and being lucky. (I read that in a 
women’s magazine once. Exeept the part aboubbeing lucky. That I just im- 
provised.) I really don’t have a clue about how many miles per gallon this 
car gets. When would you eyer have to think about it, except for when you 
were running out of gas in theamiddle of the desert? I turn off the air-con- 
ditioning. It is the main cause of fuel inefficiency. 
I can’t believe | forgot to get gas. But the gauge was above three-quarters 
when I started out, so it seemed like a chore to get off the freeway. If I were 
Dad, I would have stopped and checked the oil level and topped off the tank. 
I would have considered the fact that I would be traveling through unin- 
habited desert and brought along a flashlight and an extra gallon of coolant. 
But that’s not me. That's the guy who reads Consumer Reports in his leisure 
time. If I thought about all those tedious things, I wouldn't be able to 
remember my locker combination at the gym and all the words to “Owner 
of a Lonely Heart.” I guess there are just two ways of thinking about it. Is 
that what epistemology means? It’s true, though. If] thought like my father 
I wouldn't be in this situation. I'd be driving the exact speed limit and 
thinking about how the car was “handling” instead of starting to watch the 
sky for vultures. 

I am going to turn the radio on right now and if “Owner of a Lonely 
Heart” is playing, | am going to buy one hundred dollars worth of lottery 
tickets when I finally get to a gas station. 

“China Grove.” Close. 


CONTINUED... 
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You can't see it, but the sunlight is hitting each particle of sand on the desert 
floor, causing full-spectrum refraction to multiply each ray of light into 
thousands. Result: It’s motherfucking hot out here. 

Heat, like pain, is hard to describe. Can you really even feel it, or Simply, 
notice its symptoms? It sneaks up in dry eyes, a sudden nosebléed or skin 
that feels shrunken and dry-roasted. Consider the body's magnificent tem- 
perature maintenance system. It actually warms the ice water you drink 
when you're trying to “cool off.” It’s a wonder that we try so hard to con= 
stantly trick our own sensors. But even though the biological facts suggest 
otherwise, Cold Blast! Winter Fresh! and Ice Brewed! still sound a lot more 
tempting than Lukewarm Explosion! Tepid Slam! or Warmish! 

When I finally get to a gas station, I am going to pretend that I’m someone 
else. I am going to stop for lunch somewhere and tell the waitress that lam 
an actuary or Ted Koppel’s research assistant. I guess there is a possibility that 
the waitress might have some actuarial experience (or know Ted Koppel), 
but that is what will make the game exciting. I guess I could really up the 
stakes and say that I ama waitress, too. See if I can trick her into believing 
that | am putting myself through junior college by working graveyard at 
Denny's. “You're a waitress? Cool! Me too. We have so much in common.” 

If] were sitting in a bar and struck up a conversation with a guy and told 

him that my name was Candy Evans and that I was anactuary from Riverside, 
California and then I slept with him — would I feel as bad as if I just did it 
regularly? Or does the guilt transfer with the identity? Candy Evans has no 
problem picking up guys in bars. She happens to know that one night stands 
are safer than most people would assume. Statistically speaking, that is. 
Actuaries know that type of thing. 
The small light on the dashboard that indicates “You're running out of gas, 
fool” has just come on. This is both encouraging and disheartening. On the 
positive side, it means that there is probably about a gallon of gas left in the 
tank. It can’t be more than twenty miles to the state line and at least the 
border crossing is guaranteed to be inhabited. But then there is always the 
grim possibility thatsthe little illuminated gas pump isn’t suggesting I get 
gas. It is demanding — Standing there, shaking its finger and saying, “Fill 
the tank. . . or else!” 


CONTINUED... 
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5/14/1999 


, 10/10/1994 


LIKELIHOOD 


Or else? This is an interstate, not a two-lane highway heading in the opposite 
direction of civilization. It’s not like I’m going to have to wander aimlessly 
in the desert. Nevertheless, random news items return to me. Rock-hunt- 
ing senior citizens found dead in car. Hanta virus researcher missing. Lost 
Boy Scout. Perhaps this is a good time to review the “desert survival skills” 
that I learned on an elementary school field trip to the Casa Grande Ruins. 
Ways to find water: cut into saguaro cactus and suck the moisture from the 
membranous insides. Make a net with a handkerchief to absorb dew. (Or is 
that the way to gather meteorites?) Travel at night to avoid the sun. I believe 
that there was also some mention of the edibility of snakes and gila mon- 
sters. That’s an interestingmotionsl make a mental note of all the things in 
the car that could be used to killa snake. At last count, none. 

Joy, joy. joy! A billboard. It’s cracked, warped and paint-stripped, but it 
provides a measure of hope: “Five miles to Wonderful Winterhaven.” From 
the looks of it, the wooden sign has been greeting travelers for decades, 
luring people off the highway to enjoy the sights and services in “the last 
place in California.” Besides the quasi-apocalyptic twang of its slogan, 
Winterhaven promises the usual gas, food and lodging. But considering the 
age of the sign, that’s no actual guarantee of anything. As the town was 
probably founded to serve the tuberculars fleeing the coal-smoke of the 
industrialized East, there’s no telling whether it has flourished or died out 
in the intervening years. If it’s still inhabited, I imagine it as a place that 
still operates on the guidelines of another era. They probably still have 
rotary payphones and block ice vending machines. 

There is a convulsive pleasure that arrives as you actually run out of gas. The 
engine begins to cut, the accelerator ceases to function and you knowat last 
that what you've been panicking over might occur, has indeed happened. It 
is a form of bliss to finally be sure. 

Okay, so God didn’t send me safely across the bell cord of a filling sta- 
tion. At least 1 am spared whatever bargain I had been willing to make. I’m 
not going to have to be nicer to my parents or start going to Mass. All I have 
to do is get out of the car and start walking. There are plenty of options. 
Hitchhike into Winterhaven. Call Triple A. Collect the dew from my hand- 
kerchief and crawl the last mile to Yuma. Who knows? I just have to get 
going. Everything’s going to be okay. 


ND 


Lois Maffeo is a musician from Olympia, Washington who moonlights as a writer. (Or perhapsit is the other way around.) 
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| REVA, INIA, 10/30/1998 


Connolly graduated from the Corcoran School of Art with a BFA in Graphic Design. She started photographing ice machines (a childhood 
during her photo trips documenting the wide open spaces of the west. Her york is exhibited in galleries around the world. 

ives in Washington DC. and can be reached at Cynthia@dischord.com. 

her photos can he viewed at http://www. sonthern,com/southera‘band/CYNTH/index.himl 


Lessons in Urban Education @ 


A Swallow Press (x2) outdoor project adapted to fit Emigre 53, 
Originally posted in November 1999 in Portland, Oregon. 


The Portland Metropolitan area is 144.81 square miles. 
There are 3820 lane-miles of improved streets in Portland. 
There are approximately 1157 miles of improved sidewalks. 


What are Lessons? 

Lessons are interruptions. They surprise and alter our steady path. They teach us how 
to respond (and make our face change with wonder). They encourage us to tell others 
of what we have learned. They are a vivid glimpse. Lessons are answered with other 
questions. 


Do you understand what you now know? 


What is Urban Education? 

Urban Education is what you make of it - it is the everyday ingrained. It is how we move 
and speak against the outside elements. It is how we maneuver on the street (pressed 
shoulder to shoulder with others - yet apart in our thoughts and experiences). It is eye 
contact (allowing yourself to be vulnerable) or the lack there of (keeping something for 
yourself).Looking straight ahead, and then both ways at the corner, Finding clues, and 
then solving a puzzle. Urban education is about how to look fast while still taking it all in. 


What are Lessons In Urban Education? 


(How do you use them?) 


Lessons in Urban Education is a city-wide poster campaign addressing the space 
in-between. (your home, your work, your life). Each one should be viewed as parts of a 
whole or bits of a story (pieces of you or someone you know). You move and you look. 
The posters and their lessons address these circumstances. As you walk, run, ride or 
stumble, try to remember as many of these lessons as you can. Keep reviewing them so” 
they really sink in. (you have the answers). Repeat the lessons (out loud). Counteract 


them gently. Consider the reactions of others. Decide and act. Enlist cooperation. 


Keep Moving. Don't ever stop looking. 


Lesson 1 

a reflection 

big vans 

barking dog 

a man peeing (behind the dumpster) 
‘one-way 

under the overpass 

sock (three stripes) in the gutter 
keep out 

objects designed to separate space 
flashing red hand (running) 

bus stories / rants 

drug-free zones 

vertical lines 

his hair 

sideways glances 


Exercise my responsib 


Lesson 2 
dirty looks 
the sidewalk 
you know him from 
meal (walking) 
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ties? 


prostitute-iree zones 

moving too fast 

‘inexpensive luxury 

moving too slow 

people taking tums: : 
jought (and the next) 


ig what you see 
taking part : 
“asking too many 

distant sirens 

atall fence 


Lesson 4 


overheard conversations 
that lady at your bus stop 

purses at elbows 

running to make a light 

a plastic bag stuck ina tree 

a fake smile (lipstick on teeth) 
pay phones ringing 

hypodermic needie (in the grass) 
popsicle stick 

no ball playing 

urban sprawl 

tinted glasses 

eating lunch on a bench 

burning tar 

the finger 
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tt earls hates the Word p93 he hates 
Number 3 in » recurring series of portrpits entitled: GANGSTERS AND THEIR 


of the last year 
of the Millennium. 


Oz-Regular & ltalic 40pt, Spt, 6pt 


new THIRSTYPE designs from 


Designed and drawn 
by - 


Royal Family; Proton. 


‘Oz—Medium & Italic 40pt, 9pt, 6pt 


Sweights 
$150 for the family, 
$39 per weight. 


Oz-Bold & Italic 40pt, 9pt, 6pt 


secure online purchasing - all major credit cards accepted - Try it B4U buy it with the unique Thirstyper™ 


Available exclusively 
from Thirstype. 


Oz-Extra Bold & Italic 40pt, 9pt, 6pt 


Cooper family by 
Oswald Cooper. 


ck & Italic 40pt, 9pt, 6pt 


TH@ FUTURP OF DIGITAL TYPE 


Qased on intelligence gathered by a deep space 
investigative probe, House industries presents 
the House 3009 Font kit. The House 3009 Font. 
kit includes the eight Fonts below, 99 dingbats, 
six patberns, a scale replica of the House 3009 
spacecraft (pictured at left) plus a crew uniform 
t-shirt. The multi-session CD-ROM contains the 
House 3009 Font data plus seven Peter Thomas 
remix bracks courtesy of Bungalow records. 
HOUSE 3009 FONTS. 
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INTERESTS 
* Excellent communication and presentation skills 

* Awareness of major issues and trends in graphic design 

* Akeen interest in contemporary arts 

* Formidable typographic skills 

* Thorough working knowledge of Mac-based programs such 
as QuarkXpress, Photoshop, and Illustrator 

+ A four-year undergraduate and/or graduate degree in 
graphic design as well as 1-3 years experience in printed 
matter required 

+ Experience w/museums or nonprofit organizations preferred 


Designers: 
are responsible for handling all aspects of projects, from 
client meetings and presentations to overseeing printing. 
Designers: 

work closely with the departmental manager, design director, 
and editors on projects as well as collaboratively with-other 
institutional colleagues. 


WITH US 


| 


IDEALS 
A multidisciplinary, contemporary arts museum located in 
Minneapolis, Minnesota, USA, the Walker Art Center houses 
several programming areas: visual arts, film/video, new 
media initiatives, performing arts, design, and education. 
The Design Department has a long history of progressive 
work in the museum world and routinely wins its share of 
honors and awards at major design competitions. 


Salary: 

is commensurate with qualifications. 
Benefits: 

are excellent. 


An Equal Opportunity/Affirmative Action Employer; 
women, people of color, and people with disabilities are 
encouraged to apply. 
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A full-time graphic designer: is wanted. 


(ur design director made us enlarge this 


vessage: It doesnot conform to aut typographic rules, 
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Notes 

1. This sa fulltime design postion, nat an Internship 

2, Cheap emotional poy. 

3, Miners should sing these songs as they begin their shift, 
30100 young people onthe tran, while hiking or around the 
‘ampfie. Many young people already sing them; | wish them for 
all otyou 

4.71% actual size (se aso: Appendix c.) 

5. To sole these old and obstinate problems, highly ingenious 


Computers ‘electronic brains”-have been introduced to 
esi fr the frst time. 


5. “There is just enough whitespace to signal decorum but not 
‘entrevagance, while the leisurely pace ofthe fe 

ede of tips for cake decorating, for instance connotes a 
Certain thoroughness." Andrew Blauvelt, ‘Under the Surface 
of Style’ EYE 18/95 p.70, 


7, «pendix. (Typel 


‘Appendix. a, [owen Function soph]? 


Parabolic typographic curve 
elves optimal size distribution 


Boxy But god, 


White space derived using 
the Martha Stewart Living 
formula® 


Ap...’ 


Appendix c. [Font selection] 


Typographic 
cute enough tobe 


puns are not 
lustitied 


example, 
example, 
example, 


Best when enlarged 


ART CENTER 


725 VINELAND PLACE MINI 


Stet pt 


4 send a 
h updated résumé, 


walker type speciment 


WALKER 


doing 36 pt 


portfolio" of wo 
lat of tvee (3) prot 
and SASE enclosed 


ional references;** 


Deadline: Monday, 
February 28, 2000. 
Applications will be 
accepted until the 
position is filled. 
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The new Thanksgiving 


a complete design resource 
for art directors & designers 
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Buy online a 


A vast resource of amazing design 
ingredients. Offering everything you 
need: images, elements, typefaces 
«as well as the paper to print it on. 
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